De Soto Exhibit, Chicago Auto Show, March 13—21 


Feature car on large turntable and revolving cutaway en- 
gine in foreground equipped with sound. Unusual main 
background is fabric back-lighted with copy screen pro- 


+ cessed, movies in rear. An inviting, quality setting that 
il la kes glamourized cars, allowed comfortable room for public. 


PEOPLE s 


© » a - 


SKILLS 
EXPERIENCE 


to produce modern exhibits 


Bold, hard-hitting display for new International Harvester 
Truck, Chicago Auto Show. 12 features flash through back- 
ground on timer, car revolves on turntable, sound recording 
operates at fixed intervals. “World's Most Complete Truck 
Line” featured in balance of exhibit. 


Exhibits today are important SHOW 
BUSINESS, requiring trained creative 
people and workmen of many differ- 
ent skills. Combine these with our long 
experience and you can be assured 
of better results from your exhibits. 
TRY US for quality, dependability, 
yada oe 


Eastman Kodak Company Exhibit, National 
Photographic Trade Show, March 15—19 


Dominating identification; effective and economical string 
ceiling ties together elements of large 40’ x 80’ exhibit; 
motion and effective illumination highlight quality products 
of a leading manufacturer. 


a 


eneral exhibits and displays inc. 


2100 N. RACINE AVE. CHICAGO 14, ILL. PHONE EASTGATE 7-0100 
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| Next Month in AR... 


Memo on Typography for the Art Director 


Fred Farrar, one of the country’s leading typographers, explains the im- 
portance of the art director in advertising typography. “The art director,” 
he says, “should supervise a job from conception to conclusion.” Mr. 
Farrar also includes a list of typographic design fundamentals. 


ANDRE See eeReeEneEeeneneneteeeececeseeTt: 


How to Open a Shopping Center 


The trend in retailing is toward the shopping center . . . and promoting 
a new one can be a troublesome task. An advertising manager who's been 
faced with the problem tells some of the things which can be done to get 
a new shopping center off to the right start. 


Dri-Gas Goes to the County Fair 


County fair time is close at hand . . . offering advertisers an oppor- 
tunity to present their products with special fanfare. One firm who has 
made effective use of this medium is Dri-Gas Co. This article will tell 
what they’ve done . . . and how they've done it. 


What Admen Should Know About Porcelain Enamel Signs 


Porcelain enamel has long been a basic material for outdoor signs, but it 
is becoming more popular as advertisers search for greater durability in 
their outdoor advertising. A sign expert tells what porcelain enamel is 
and how it is used in the sign industry. 


eR ececencececececccccecceccecceccccecccccs 


@ The El Producto Story 


. Paul Rand's art for El Producto cigars brought new life to an industry 
wrapped up in traditional conservatism. 


@ The Adman’s Influence in Packaging 


. AR has completed a special survey on the role of the adman in 
package design. The results reveal some interesting facts. 


@ The Seven Priceless Ingredients for Direct Mail Success 


. Lawrence G. Chait, president of the Direct Mail Advertising Assn., 
presents a seven point checklist for success in selling by mail. 


@ The Year's Best Offset Printing 


. . . the winners in the 1954 Lithographers National Assn. competition 
indicate that offset printing is “better than ever.” 
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HAVE YOU A SALESMAN IN 
EVERY CUSTOMER'S OFFICE EVERY DAY ? 


Your loose leaf catalog or manual can be...ready for 
instant reference and use...a constant reminder of your 
company’s products and services! 

With loose leaf, frequent inserts can be issued, impressing 
customers with news of your latest improvements... keeping 
your catalog and prices right up to the minute at all times. 

Loose leaf eliminates costly repeat runs of tight-bound 
catalogs. And, it saves you money by making possible complete 
catalogs for big customers, limited catalogs for special 


accounts. Most important of all, your salesmen get more orders 
with catalogs that are always up to date. 


MAIL TODAY FOR FREE COPY 


Room 1566, 315 Fourth Avenue, New York 10, N.Y. 


Kindly send free copy of “Binders That Build Business” 
LL234. 


NAME 
TITLE 

; FIRM 
ADDRESS 


ZONE STATE 


. for more details circle 660, page 105 


9 Reasons Why Firms Everywhere 
Are Switching To Remington Rand's 
New Loose Leaf Line 


‘D New exclusive “Tri-Lock” binder with 
3-position button control gives ... firm 
compression ... flat reference . . . quick 
page changing. 


@ New exclusive “Cataloger” binder for 
catalogs, price lists, sales manuals, etc., 
opens at any point to a flat reference posi- 
tion automatically, and stays open without 
holding. Exclusive locking makes inser- 
tion or removal of sheets quick and easy. 


we New Remington Rand “Multo-Ring” 
binder guards against tearouts .. . gives 
flat reference. 


Qo New “Salemaster” has exclusive quick 
change Kardex panels .. .“Sight-Seller” is 
the only sales-kit binder with the built-in 
easel-ease display feature. 


o New cover stocks of impregnated 
Buckram prevent unsightly peeling and 
chipping. Exclusive “Rem-Bossed Pro- 
cess,” recessed beneath the “wear-level” 
of the cover surface, prevents wear and 
enhances the appearance of your company 
name and trademark. 


The Remington Rand line of binders, 
ring binders and memo books meets every 
known Sales and Service loose leaf re- 
quirement. Send today for free copy of 
this new 40-page Remington Rand catalog 
“Binders That Build Business.” It’s packed 
with facts, ideas and suggestions for mak- 
ing your product literature more effective. 
Find out what’s newest in the field! 
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Gravure production 
at cheap prices 


can cost you plenty... 


2° ar ¢ May 1954 


The type proofs, photographs, art, 
and comprehensive layout that you 
send out for gravure production cost 
considerable dough. And when you 
add time charges of writer, designer, 
and production men... you’re in for 
plenty by the time you’re ready to 
decide on your pravure processor. W ill 
you risk the entire investment, to save 
a few dollars on the gravure processing 

.and take the chance of getting 
muddy positives with subsequent poor 
reproduction? 

Quality gravure positives insure 
quality reproduction in print... can 
only result from exceptional care in 
gravure processing. Each step to the 
finished positive requires painstaking 
craftsmen ... who take time to do it 
right. Production time costs money... 


can’t be short-cut... else the quality 


of the positives suffers accordingly. 

At Intaglio .. . highest quality is 
maintained regardless of cost... and 
you gain economies in work well done. 
Proof of our performance can be found 
in any one of the 7700 color, 2650 
monotone, and 3000 package and label 
gravure jobs we turned out last year... 
by far the most gravure processing 
produced by any company. 


To avoid buying a pig-in-a-poke 
at a price...rely on Intaglio to do 
your gravure production. Our three 
hundred gravure craftsmen, working 
three shifts in our three strategically 
located plants, will save you plenty. 
Leading art directors, production men 
and editors have known this for over 
eighteen years. 


Our six offices are at your service. 


Intaglio SEIVICE corPoRATION 


America’s First Gravure and Letterpress Servicers 


1835 Lewis Tower Bldg 


305 East 46th St., New York—731 Plymouth Court, Chicago— 
g-, Philadelphia—Intaglio-Cadillac, Inc., 4240-14th Ave., Detroit— 


260 Kearny St., San Francisco—1932 Hyperion Ave., Los Angeles 


. for more details circle 661, page 105 





JUST BETWEEN US 


How Do You Buy Your Printing? 


One of the fallacies of the business, I suspect, is that price is 
the only basis on which advertisers purchase their printing requirements. 


A lot of printers think this is the case, and that is why they feel 
they must approach an estimate with a sharp pencil, if nothing else. We 
happen to know that the largest buyers of printing in the advertising field 
are interested in far more than price. They want to use the creative 
facilities of the printer -- to assure the best use of typography and 
layout, and to make sure that the job is designed to fit the equipment on 
which it will be produced, as well as to meet the requirements of the post- 
office, if it is to be mailed. And advertisers, like all other buyers, 


want assurance of reliability and service when they entrust an important 
job to a printer. 


We are so sure that there is a lot more to buying printing than 
seeking the lowest price that we are now making a Survey among the principal 
advertisers and agencies to get their answers to questions in this field. 
The survey will be conducted by mail among a large cross-section of the 
industry, and we think that the answers will be interesting and stimulating 
to those who believe that printing is a creative art as well as a mechanical 


reproduction service, and that a good printer is an important asset to any 
advertiser or agency. 


This is one of a series of studies of the buying practices of the 
advertising field which we are making. Those already completed prove the 
point that a lot of things people have believed implicitly just aren't so, 
and we predict that the answers to the questions in our printing survey 
will be equally useful in knocking over some of the bogeymen who have 
hung around much too long in this business. 


G. D. Crain, Jr. 
Publisher 
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Ri WOU 


CARRYING THE 
WoRLD On YOUR 
SHOULDERS 2 


Are you trying to shed some detail 
and looking for a little relief from 
production worries? If so, you 
need Pontiac, we've been helping 
frustrated production departments 
for years—for 41 years in fact. 
Only Pontiac has seven unified 
services, all under one roof, and 
so set up that individually or 
collectively they can give you the 
personal attention you deserve. 
Write or call and let us tell you more. 


ART 
PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 
COLOR PROCESS 


LITHO PLATE SERVICE UNIFIED 
SERVICES 


PONTIAC 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


. « for more details circle 662, page 105 
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THE EDITOR'S // 
NOTEBOOK 


‘ 


Dick Hodgs on 


> As this issue of AR goes to press, 
may admen will be getting their first 
glimpse of the new Linofilm photo- 
typesetter being unveiled at the 
Mergenthaler Linotype Co.’s Brook- 
lyn plant. The new Linofilm is said 
to be a radical departure from both 
the conventional Linotype and other 
photo-typesetting devices. 

Because of the widespread interest 
in photographic typesetting, we are 
working on a series of special fea- 
tures on the subject. Actually we 
have been at work on these features 
for many months, but the rapid de- 
velopments in the field out-date 
much of the material almost as soon 
as it is prepared. 

While most of the photographic 
typesetting to date has been applied 
to offset and gravure work, some 
very interesting experiments have 
been conducted combining photo- 
setting with magnesium plates for 
letterpress. You'll be hearing much 
more about this subject in future 
issues of AR. 


> The first edition of Lassiter Corp.’s 
new newsletter had an item which 
is worth thinking about: 

“Thirty-five million women wear 
glasses,” says the American Optom- 
etric Assn. “Of these, fourteen mil- 
lion refuse to wear them in public. 
It is estimated that twenty million 
more women need glasses.” These 
astonishing figures mean that thirty- 
four million women shop without 
glasses—and with impaired vision. 
We're wondering: can they readily 
identify your product . see its 
selling points . . . learn why they 
should buy it? Are package head- 
lines, illustrations and selling points 
clear and large enough to be read- 
able—to everyone? — Lassiter Letter, 
Feb. 1954. 


> We'd like to call special attention 
to the fourth article in our series on 
advertising copyrights, which starts 
on page 25 of this issue. While the 
first three articles by Mr. Burton 
dealt primarily with background ma- 
terial, this month’s article gets right 
into the direct application of copy- 
rights to advertising. It should pro- 
vide valuable information for every 
reader. 


> People We Wish We Had Met 
Department ... We know Al Gmoser 
only as a voice over a public address 
system, but he’s still one of our 
favorite people. We got to know his 
voice quite well on a recent air 
trip to New York. 

Al Gmoser is a veteran pilot for 
United Airlines and made good use 
of the plane’s p.a. system to keep 
passengers informed of interesting 
details of the trip. He explained a 
bit of the plane’s operation 
pointed out interesting sights flown 
over en route ... kept us posted on 
progress of the flight . . . and gen- 
erally made us happy that we had 
chosen to fly United. 

It’s surprising that more people 
don’t take advantage of every op- 
portunity to explain their operations. 
One of our pet peeves is unmarked 
plant sites. You go driving by a 
huge manufacturing operation and 
get curious as to what goes on in- 
side the big buildings. In the ma- 
jority of cases, however, the same 
firm that spends thousands of dollars 


Display typefaces in this issue . . 


. Page 23—Lydian Bold & Bold Italic; 25—-Bodoni Campanile & Bold 


Italic; 29—-Rondo Bold & Lydian Bold Italic; 37—hand lettering G Dom Casual; 43—Ultra Bodoni & 
Bodoni Modern; 49—Venus Extrabold Extended & Spartan Black; 51—Bernhard Modern Bold Italic 
& Spartan Heavy; 55—20th Century Ultra Bold & Spartan Heavy Italic; 60—Dom Casual & Spartan 
Black; 67—-Dom Casual G Spartan Heavy; 72—Radiant Bold Extra Condensed & Bold; 79—20th 
Century Ultra Bold, Venus Extrabold Extended & Spartan Heavy; 87—20th Century Ultra Bold & 
Spartan Black; 93—Ultra Bodoni G Bodoni Modern Italic; 99—Bodoni Bold Italic &G Spartan Heavy. 





BOND 


WHITER! BRIGHTER! 


and still towering above all others 


as America’s most used bond paper 


for color lithography choose Hammermill Offset 





Here’s why 


AMMERM) 
- BOND nt 


is America’s most used Bond Paper 










it looks bette r/ Hammermill Bond‘s new brighter blue-white and 12 distinctive 


colors invite readership ... give added prestige to printed, typed or written messages. 


it prints better/ Strong, uniform Hammermill Bond gives sharp, clear printing 


results. Its trouble-free qualities help speed up pressroom production. 


it fypes better/ The new, improved surface of Hammermill Bond helps secretaries 


turn out neat, easier-to-read letters. Corrections are clean, because erasures are almost invisible. 


- AMMERM? 
Me BOND 


For over 40 years America’s most used bond paper 
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every month to tell its story in space 
advertising doesn’t even put up a 
readable sign to tell you that here’s 
where those delicious Unchee-Crun- 
chees are made. 

Railroads get our vote for being 
the most lax in this field. Many is 
the time that we’ve driven past the 
railroad station in some small city 
or town and wondered what line 
was involved. All you could learn 
was that the name of the station was 
Pumpkin Center ... but there wasn’t 
even a window decal to tell you what 
railroad stopped there. 

Maybe Al Gmoser and United Air- 
lines have a better opportunity to 
present their story since they have 
a completely captive audience, but 
it would seem that others could take 
a lesson out of United’s book. 





> One of the typefoundries just told 
us of the increased demand for ex- 
tended typefaces they received as a 
result of the article by the late Ed- 
ward M. Diamant in AR (“The New 
Trend: Wide Types,” Aug. AR, page 
60). We decided to look into the 
matter, so we checked each ad in 
current copies of Time, Life, Satur- 
day Evening Post and Ladies’ Home 
Journal, which were on the coffee 
table at home. 

The trend was clearly evident. 
Whereas extended typefaces were 
few and far between a year ago, 58 
out of 499 ads checked used wide 
types for their display lines. 

Another trend, cited by Jan van 
der Ploeg in AR (“New Typefaces 
Simulate Hand Lettering,” Sept. AR, 
page 59), was even more evident. 
Hand lettering, or typefaces simu- 
lating hand lettering, is now in the 
number one spot for display lines 
according to our limited check. Of 
the 499 ads checked, 163 had the 
hand-lettered look . . . beating out 
sans serif faces (140 of the 499 and 
most common in small space ads), 
long the leader. 

In third place were modern ver- 
sions of Roman faces (85 ads), 
while traditional Roman faces were 
displayed in only 39 ads. Block 
serif types and scripts have dropped 
far out of the picture—four and 
seven ads respectively. 

We have also been struck by the 
increasing number of outdoor post- 
ers using hand lettering styles and 
extended type. Several of the win- 
ners in this year’s Outdoor Adver- 
tising Art competition used both 














NOW 


VENUS EXTENDED 
(GROTESK) 


in acomplete size range... 


from ot to Sa. point 


Venus Extra Bold Extended 


8 to 84 point 


Venus Bold Extended 


8 to 54 point 


Venus Medium Extended 


8 to 42 point 


Venus Light Extended 


8 to 36 point 


italics in 18 and 24 pt. in light, medium, and bold. 
Small sizes to follow shortly. For detailed infor- 
mation and specimens see your nearest Bauer 
type dealer or write on your letterhead to: 


Bauer a. eHasets. Inc. 


235-47 East 45th Street, New York 17, N.Y 
Tel: VA 6-1263-4 


. for more details circle 663, page 105 







Ab) 
eet Ts PRICE PER PRINT SINGLE WEIGHT GLO 


Write TODAY for samples and our complete price 
list on other sizes, Blowups, Post Cards and the 
“VISUALITE” Display. 


ORIGINAL PHOTOGRAPHY AND RETOUCHING AT 
REASONABLE RATES. 


BUFFALO. 


ah 





152 W. Huron Street + Chicago 10, illinois” 


. for more details circle 664, page 105 
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“SHOULD GOOD ADVERTISING 
BE SUBTLE?” 


Yes, good advertising is so subtle that we do not 
realize that we are being influenced. Even as mature 
men, we rarely know why we vote as we do, 
believe as we do, and live as we do. 


The best advertising is not even recognized as 
advertising. Consider how often you have been won 
over by a warm smile, a friendly handshake, a kind 
word or a considerate act. 


In a similar manner, your business stationery —the 
design of your letterhead and the quality of the 
paper—often influences the reader more than the 
written message. 


Split run mailings show that sales letters typed 


on fine rag paper “‘outpull”’ identical letters typed 
on ordinary paper. 


The subtle prestige of quality business stationery 
can be one of your most effective advertising forces. 
The next time you need business stationery, insist 
upon the best in letterhead design, in printing 

and in paper. 


Ask your printer for samples of fine rag content 
papers by Neenah. They are expressly designed to 
give your business stationery strength, permanence 
and prestige. 





To plan business stationery that is 
PREFERRED, ask your printer for a free 
copy of the “Neenah Guide to Pre- 
ferred Letterheads.” This exceptional 
book is based on a four-year survey 
by the Neenah Paper Company. 


Matching envelopes available in all grades of Neenah rag content bonds 


“~ 


NEENAH PAPER COMPANY 


Neenah, Wisconsin 








FVAE BUSINESS PAPERS 
BNA BS TK | 





effectively. You'll see evidence of 
this in the posters which won awards 
in the 1954 Outdoor Advertising Art 
competition (see page 72). 


> An important invention, and not 
even the Russians have claimed this 
one yet, was announced via a press 
release this month — the snag-proof 
zipper. The announcement came 
from Comar Products Corp. (New- 
ark, N. J.). 

We would have been a bit dubious 
but there was a sample with the 
release and, try as we would, we 
couldn’t even snag a thread in Con- 
mar’s new “Conmatic.” 

But just as impressive as the new 
zipper was the handling of the press 
release by Sidney J. Wain Inc. (New 
York). We couldn’t have missed it in 
our heavy Monday pile of mail—it 
was all zipped-up in a transparent 
plastic envelope, complete with a 
new “Conmatic” and boldly lettered 
with red and blue ink. 


OS i cane MAM Sa RL RE BEATE SB NRE SEs oy 


THE ZIPPER THATS YEARS 


oncerven, S@vE: Gren mameracwwase Abt ytimeures 


CONMAR PRODUCTS CORP 


NEWARK NEW JERSEY 


Inside the plastic envelope was a 
set of releases not only announcing 
the new jam-proof zipper, but giving 
the history of Conmar Products Corp. 
and the zipper, itself. All were han- 
dled in an easy-to-read style, which 
gave all the essential information 
but didn’t bore you with it. 

There were several good lessons 
for others in this unique package: 

e The use of the zippered plastic en- 
velope attracted attention right off 
the bat, without causing resentment. 
e There was a sample, which not 
only helped prove the no-snag fea- 
ture but gave the editor a chance to 
take something home to add to his 
grandmother’s sewing basket. 

e A good supply of information was 
provided—and handled in good taste. 
Three separate releases were used, 
helping the editor locate what he 
needed without searching through 
a multi-page tome. 

We’re putting this release with a 
collection we’ve been making. This 
collection will shortly become the 
basis for a special feature we're 
planning—“Do’s & Dont’s for Press 
Releases.” If you’ve got any pet 
samples, we’d enjoy adding them to 
our collection. 44 








Qa 


Craftint 


THE CRAFTINT MANUFACTURING CO. 
Cleveland 10, Ohio 


1615 Collamer Ave. @ 


- for more details circle 666, page 105 








THE FINEST MEDIUMS OF THEIR KIND IN THE WORLD! 


CRAFIONE - YOU WIN! 


The lightning-fast way to use Ben-day! 248 individual patterns! Processed on 
adhesive-backed, thin gauge, matt-finish acetate for better, cleaner NON-GLARE 
reproduction. Perfect for quick-shading artwork for newspaper reproduction, direct 
mail pieces, posters, maps, graphs, technical drawings, silk-screen process work. 
Standard (black) . . . and réverse patterns (white). Just strip it on... burnish it 
down ...and you see striking effects in art... right at the start! FREE Craf-Tone 


pattern chart available at your Craftint dealer, or write direct. 


- YOU WIN! 


Alphabets . . . Nutmerals .. . Symbols... in all popular styles and type sizes! On 
transparent, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminates 
expensive typesetting and artwork lettering! Speeds copy preparation . . . saves 
money for artists, designers, draftsmen, map and chart makers, layout and pro- 
duction men! On matt-finish transparent sheets for better, cleaner, NON-GLARE 
reproduction! FREE pattern chart at your Craftint dealer, or write direct. 
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wow Smal) READERS WRITE 


IS LITTLE? 


PRINT- DECORATED 
PROTECTIVE PAPERS KNOW 


No SIZE Limirs! 


Steel drills or rock crushers, cams or com- 
bines, bearings or bull dozers . . . regardless 
of size, there’s a Thilco Protective Paper 
made especially to serve your needs. Thilco 
quality kraft papers — laminated or coated 
with special asphalts, waxes, non-staining 
resin or polyethylene provide positive pro- 
tection. Resistance to water or water-vapor, 
prevention of corrosion or rust, retention of 
preservative oils or grease are but a few of 
the characteristics of the Thilco paper line, 


VARIETY OF SIZES — Specialty bags as small 
as 2” x 3” or roll widths up to 10 ft. without 
lap or seam! Big or litthe — within reason, 
size is no problem to Thilco. 


PRINT-DECORATED— at very little extra cost. 
All Thilco papers and bags can be printed 
for product identity, advertising appeal, prod- 
uct use directions, or simplified inventory. 


STURDILY BUILT — EASY TO USE — Adapt- 
able for wrappers, covers, liners, shrouds, 
parts bags, hand and automatic machine 
wrapping and fibre can, tube, drum and bag 
converting stock. 


THILCO PAPERS INCLUDE: 


Asphalt and Wax Water- 
proof and water-vapor proof 
barriers. Non-stainresinand 
Polyethylene laminations. 
Glassines and greaseproofs. 
Specialty krafts and bags. 


Write for FREE Samples 


| THILMANY PULP & PAPER COMPANY 


KAUKAUNA - WISCONSIN j 


J 


NEW YORK « CHICAGO + DETROIT + MINNEAPOLIS * CINCINNATI 
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Add Wood Cuts 


e In the March AR there is a highly 
informative article entitled “A Basic 
Guide for Buying Photo Engravings” 
(page 63). Having, ourselves, sub- 
scribed to AR since its inception, 
mainly because of the up-to-date 
technical information obtainable in 
its pages, we were very pleased to 
see this article. However, we note 
one serious omission in this other- 
wise fine article. In the chart on page 
64 there is an ostensibly comprehen- 
sive list of line art techniques from 
which photoengravings are made. 
This list does not include wood en- 
gravings or wood cuts as they are 
frequently called. 

It is important that the modern 
wood cut be not forgotten and that 
it retain its listing in the more up- 
to-date writings on technical matter. 

JOSEPH SANDER 
Sander Engraving Co., Chicago 


Fluorescent Colors 


e ... Your story about Day-Glo and 
its competitors (“Fluorescent Colors 
... Advertising’s New Look,” March 
AR, page 31) was wonderfully com- 
plete. 

In many ways, certainly from the 
angle of the production manager, 
this is the most complete treatment 
that I have yet seen on the use of 
daylight fluorescent colors in adver- 
tising and sales promotion. 

This article, I am sure, will further 
add to the reputation for timely and 
practical information on production 
problems which you are building for 
your excellent publication. 

LuKE LAPSLEY 
Switzer Brothers Inc., Cleveland 


e ... Your article ... is the most 
comprehensive, most intelligently 
handled story yet published on the 
subject of fluorescence. 

To keep the records straight, we 
wish to comment upon your state- 
ment regarding the commercial de- 


but of daylight fluorescent silk 
screen colors in the U. S. While the 
Velvetone Co. of San Francisco silk- 
screened several fluorescent point of 
purchase displays prior to Nov. 1948, 
these were primarily for interior use. 
The first major outdoor use that 
started tongues wagging in western 
advertising circles was a quantity of 
daylight fluorescent 24-sheet posters 
produced for Roos Bros. Clothiers of 
San Francisco. This job was silk- 
screened with Velva-Glo orange-red 
paint by the Artcraft Poster Co. of 
Oakland. The copy read, “Roos Men’s 
Suits Look Better—Fit Better” in 
large fluorescent letters against a 
dark blue field. These posters were 
completed and shipped Oct. 25, 1948. 
L. C. Cole Co. was the agency. 


Therefore, to the billboards of San 
Francisco rather than the streetcars 
of Cleveland should go the credit for 
the first successful outdoor showing 
of daylight fluorescent silk screen 
colors in the U. S. 

ELMER J. BRANT 
Radiant Color Co., Oakland, Cal. 


e Your article on fluorescent colors 
was most interesting . . . and most 
disappointing. However, we have to 
admit that the latter is true only be- 
cause we happen to handle Ultra- 
Violet Products Inc. of South Pasa- 
dena, and statements like “It is the 
daylight fluorescent materials which 
are best adapted to advertising pur- 
poses” make us shudder. 


Actually, the statement is not true, 
since the daylight fluorescent colors 
fade more rapidly than black 
light fluorescent colors. These are 
made with pigments [rather than 
dyes] and are not nearly as fugitive. 


Black light billboards and window 
displays have certainly, in our opin- 
ion, proved their advertising value 
for they have all the attention value 
of a spectacular and an added “mag- 
ical quality”—at far, far less cost. 
Moreover, used with a flasher sys- 
tem, two messages can be put across 
or the board animated as has been 
done by Old Dutch Cleanser, with 
the Dutch woman moving her mop 
stick up and down; Drewry’s, with its 
Mountie first pointing to, then salut- 
ing the product, and the Stockton 
Chamber of Commerce, which has 
fish appearing in the waters to ad- 
vertise “the world’s best bass fish- 
ing.” 

There’s a shimmering effect to 
fluorescent colors activated by black 
light that makes lettering and images 
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How does your 
package meet the eye? 


The makers of good things to eat have discovered the 
secret of whetting appetites through colorful wraps 
and labels. And many of them already know that 
attractive package creations receive added appeal 
by sparkling, realistic reproduction on Oxford 
papers. This special ability of Oxford grades to help 
create the urge to buy makes them fit foundation 


for your own package design. Try them and see. 


xford Papers 








For your next lett 


erpress job 








G . 


Mainefold Enamel 


OXFORD PAPER COMPANY 


RUMFORD, MAINE *WEST 





CARROLLTON, OHIO 


This bright white enamel paper has a high polish, 


excellent surface smoothnes 


s and improved ink affin- 


ity. It is ideally adapted to multicolor process as well 


as black and white halftone 


reproduction with sharp, 


true detail across the full range of tone values. 


COATED PAPERS 


Polar Superfine Enamel 

Maineflex Enamel 

Maineflex Enamel Cover 

Maineflex Enamel, Coated One Side 
Mainefold Enamel 

Mainefold Enamel Cover 

North Star Dull Enamel 

Seal Enamel 

Engravatone Coated 

Coated Publication Text 


OXFORD PAPER COMPANY, 230 Park Avenue, 


UNCOATED PAPERS 


Carfax English Finish 
Carfax Super 


Carfax Eggshell 

Wescar Offset 

Wescar Satin Plate Offset 
Wescar Gloss Plate Offset 
English Finish Litho 

Super Litho 

Duplex Label 











Nation-wide Service 
Through Oxford Merchants 


Albany, N. Y. 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. 


W. H. Smith Paper Corp. 
Wyant & Sons Paper Co. 
Carter, Rice & Co., Corp. 
The Mudge Paper Co. 
Wilcox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Storrs & Bement Co. 
Franklin-Cowan Paper Co. 
Caskie Paper Co., Inc. 

The Charlotte Paper Co. 
Bond-Sanders Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
The Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

The Cleveland Paper Co. 

ia Scioto Paper Co. 
Cincinnati Cordage & Paper Co. 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope Stevens Paper Co. 
Blake, Moffitt & Towne 
Green & Low Paper Co., Inc. 
Storrs & Bement Co. 
MacCollum Paper Co 
Jacksonville Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 


Buffalo, N. Y 
Charlotte, N. C 


Chattanooga, Tenn. 
Chicago, Ill . 


Cincinnati, Ohio 


Cleveland, Ohio 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. 
Harttord, Conn. 


Indianapolis, Ind 
Jacksonville, Fla 
Kalamazoo, Mich 
Kansas City, Mo 
Knoxville, Tenn 

Lincoln, Neb. Western Newspaper Union 
Litthke Rock, Ark - « « « Roach Paper Co. 
Long Beach, Calit . . . Blake, Moffitt & Towne 
Los Angeles, Calif. Blake, Moffitt & Towne 
Louisville, Kv. . ° . ° ° e l 
Lynchburg, Va ; Caskie Paper Co., Inc 
Manchester, N. H Cc. 
Memphis, Tenn 

Miami, Fla 

Milwaukee, Wis : Alin 


Louisville Paper Co. 


ouisville Paper Co 


Robinson Co. 
Louisville Paper Co. 
Everglades Paper Co. 
an-Christiansen Paper Co. 
Sensenbrenner Paper Co. 
W ilcox-Mosher-Leffholm Co. 
Nashville, Tenn Bond-Sanders Paper Co. 
Newark, N. J Bulkley, Dunton & Co., Inc. 
New Haven, Conn Bulkley, Dunton & Co. 
(Div. of Carter, Rice & Co. Corp.) 
Storrs & Bement Co. 

Baldwin Paper Co., Inc. 

Bulkley, Dunton & Co., Inc. 

Green & Low Paper Co., Inc. 

Miiler & Wright Paper Co. 

The Whitaker Paper Co. 

Blake, Moffitt & Towne 

Western Paper Co. 


Minneapolis, Minn 


New York, N. Y. 


Oakland, Calif. 
Omaha, Neb 


Philadelphia, Pa. a Athantic Paper Co. 
Wilcox-W alter-Furlong Paper Co. 
Phoenix, Afiz, « . . « . Blake, Moffitt & Towne 


Pittsburgh, Pa. . General Paper Co 
Brubaker Paper Co. 
Portland, Maine... . . . C. H. Robinson Co. 
Portland, Oregon oy ok on Blake, Moffitt & Towne 
Providence, R. 1. 
Richmond, Va 

Rochester, N. Y. 
Sacramento, Calit 
St. Louis, Mo. 


Carter, Rice & Co. Corp. 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 


Bermingham & Prosser Co. 
Shaughnessy-Kniep-Hawe Paper Co. 
lobey Fine Papers, Inc. 


Sait Lake City, Utah Western Newspaper Union 


San Bernardino, Calif. . . . Blake, Moffitt & Towne 
San Diego, Calif. . . . . Blake, Moffitt & Towne 
San Francisco, Calif. Blake, Moffitt & Towne 
San Jose, Calif. . . . . . Blake, Moffitt & Towne 
Seattle, Wash. . . . . . . Blake, Moffitt & Towne 


Sioux City, lowa 
Spokane, Wash. 
Springfield, Mass 


Western Newspaper Union 

Blake, Moffitt & Towne 

Bulkley, Dunton & Co. 

(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers 

Paper House of New England 


Stockton, Calif. . . . . . Blake, Moffitt & Towne 


Tacoma, Wash. . . . .) . .) Blake, Moffitt & Towne 
Tampa, Fla Tampa Paper Co. 
loledo, Ohio ‘ Paper Merchants, Inc. 
Tucson, Ariz Blake, Moffitt & Towne 
Worcester, Mass., Esty Div. Carter, Rice & Co Corp. 


New York 17, N. ¥. * OXFORD MIAMI PAPER COMPANY, 35 Fast Wacker Drive, Chicago 1, Il 


Mills at Rumford, Maine, and West Carrollton, Ohio 





stand out, giving the boards a 3-D 
effect that cannot be duplicated. 
VirGINIA CHRISTIANSEN 
Edward S. Kellogg Co., Los 
Angeles 
AR considers black light advertising 
material an entirely different field— 
and an important one on its own, al- 
though more limited in its applica- 
tions than daylight fluorescent mate- 
rials. We hope to soon be able to pre- 
sent an outstanding aritcle on the use 
of black light in advertising . . . Ed. 


Correct Dates 


e One of our very observing mem- 
bers sent me page 105 from the 
March AR showing the incorrect list- 
ing of our 1954 convention, hotel 
and city. 
Here is the correct data: 
Oct. 11-13—American Photoengrav- 
ers Assn., Hotel Jefferson, St. Louis. 
FRANK J. SCHREIBER 
Executive Secretary, American 
Photoengravers Assn., Chicago. 


Largest Calendar Order 


e The March issue of AR carries a 
story entitled “The Biggest Calendar 
Order in the World” (page 54). The 
article states that Pan American 
World Airways distributes more than 
half a million of its calendars. 

For your information, I call your 
attention to the Union Pacific calen- 
dar order, which for many years has 
exceeded a half million copies. For 
1954, 545,150 calendars were deliv- 
ered to us. This calendar we call our 
wall calendar, to differentiate from 
two other calendars we issue. 

Our celluloid pocket calendar .. . 
runs in excess of half a million. We 
issue another calendar which we dis- 
tribute to hotels to use under the 
glass on writing desks in rooms, and 
the print order on these runs approx- 
imately 1,300,000 for the initial order; 
then in the middle of the year we 
print and distribute another 1,250,000 
or so copies to hotels to replace those 
appropriated by guests— making a 
total distribution for our hotel cal- 
endars of some 2,500,000 annually. 

In view of all the above, I don’t 








ADVERTISING MEN 
find hundreds of good 


ideas in 


The raw material for U.S.E. envelope gums is 
prepared to U.S.E. specifications. 


U.S.E. cartons are designed and labeled so that 
the envelopes stand on edge, as they should to 
avoid warpage. 


' 


Tons of envelope paper move into and out of 
U.S.E. plants each week. 


envelopes serve 
many business needs 


envelopes serve 
each need well 


it pays to specify 
U.S.E. Envelopes 


Isn’t it true? ,.. when a 
man buys printing he 
takes time to consider 

' type faces, halftone 
screens, colors, paper and 
so forth. 

But the Envelopes may be over- 
looked until the last minute — and 
then squeezed into a tight budget! 

Suppose you had, at your elbow, a 
book which tells HOW envelopes serve 
many business needs, and WHAT enve- 
lopes serve each need well? You could 
easily fit the correct envelopes into 
your plans. And suppose you had an- 
other book which tells WHY it pays 
to buy really good envelopes? You 
could fit quality envelopes into your 


budgets. In this way, everyone would 
be better off! 


has these books for you ? 


U.SE., the World’s largest manufacturer of envelopes, and your envelope 


supplier,“Ask for the complete story: The “Handbook” which tells HOW 
and WHAT, and the book “What's in it for me?” which.tells WHY it 
payS you to specify U.S.E. Envelopes. 


’ 


Springfield 2, Massachusetts 


see how you can justify the claim 15 Divisions from Coast to Coast 


that Pan American World Airways 
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“Are You Paying 
for Engravings? 


OME items are higher priced than 
others... not necessarily because 
they are better quality, but be- 


cause of higher sales costs involved. 
Salesmen must be paid, you know. 


But when it comes to engravings, 
our customers are fortunate. Ever since 
G. R. Grubb & Co. was established 
(1909), the majority of orders have 
come in the front door or by mail. We 
don’t need a sales force. Our only 
“traveling man” spends most of his 
time strictly on helpful service calls. 
As a result, there are no large sales 
costs added to our prices. And when it 
comes to quality or service, we'll get 
in the ring with any other engraver 
who dares to compete. 


We would like to work for you. If 
located anywhere in the Midwest, 
you're only as far away as overnight 
mail. Try us with one order (anything 
from complicated four-color process 
to the simplest line etching) for a 
double check on our quality, service 
and price. Remember, too, that we 
are fully staffed to give top service in 
all types of photography, retouching, 
creative design and finished art. 


HERE'S PROOF! 


We'll be glad to send 
proofs of current jobs so 
that you can inspect (with 
a critical eye) the quality 
of G. R. Grubb & Co. 


engravings, made for 







customers over a wide 
area who order by 
mail. And we'll be 
glad to give an esti- 
mate on any job so 


—_ that you can compare. 


G. R. GRUBB & CO. 
ENGRAVERS 


Artists * Photographers 
CHAMPAIGN, ILLINOIS 
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places the biggest calendar order in 
the world. 
H. B. Nortucorr 
General Advertising Manager, 
Union Pacific Railroad Co., Oma- 
ha 
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e Just finished reading the article 
entitled “The Biggest Calendar Or- 
der in the World.” 

I note that the quantity is 500,000. 
Please don’t think I am critical of the 
article but I am sure there must be 
several calendar orders larger than 
that. Our own order (see cut) for in- 
stance, is 1,500,000 copies and we 
have been printing half a million or 
more during most of the years since 
the series begin in 1936. 

For our 1954 edition, we used 
682,600 pounds of paper, or slightly 
more than 20 full freight cars. 

CoLin SIMKIN 

Ass’t Manager, Public Informa- 

tion and Advertising Dept., The 

Travelers Insurance Co., Hart- 

ford, Conn. 
We stand corrected. We still feel that 
the Pan American calendar repre- 
sents at least one of the biggest cal- 
endar Joss in the world, if not the 
largest ORDER—considering the pho- 
tography, publication in seven lan- 
guages and distribution in 83 coun- 
tries ... Ed. 


Mats vs. Electros 


e An article appeared in the Feb. 
AR entitled “Mats, Electrotypes, 
Plastic Plates” (page 59). The au- 
thor, you stated, “wanted some clear- 
cut evidence as to the printability of 
three popular methods of reproduc- 
ing plates.” 

As a practical stereotyper of 26 
years experience, I have found it 
necessary to place agency production 
managers in one of two categories, 
for I have found that most produc- 
tion managers almost invariably ask 
one or the other of two questions 


about the average mat job regardless 
of the ultimate objective of the job 

“How much? or “How 
soon?” 

Cost and time! The two, either sep- 
arately or together, have made a sad 
sight out of an otherwise promising 
advertisement. It must be obvious to 
any experienced person that produc- 
ing mats against time virtually guar- 
antees impairment of quality, even 
when the most conscientious effort is 
made to produce the best. 

Use of rolled mats has its limita- 
tions. Choosing the wrong mat can 
destroy the effectiveness of an ad in 
attaining the objectives for which it 
was planned. . . . No one in the in- 
dustry would or ever did claim that 
rolled mats are comparable to elec- 
trotypes or plastic plates, or are suit- 
able for that particular type of sub- 
ject [mentioned in the article]. 

It must be remembered that there 
are so-called mats that are little bet- 
ter than chipboard and could be best 
used for that purpose. Selection of 
the proper mat to fit the job is the 
first requisite. Conditioning for ex- 
act moisture content, storing, proper 
drying time during the molding 
process, type of molding medium and 
judgment in using proper pressures 
are of the utmost importance. 

I will always contend and can 
prove that a good direct-pressure 
baked mat is comparable to electro 
ad plates or plastics for use in aver- 
age newspaper advertisements. It 
also has the advantage that another 
plate can quickly be produced in the 
event of a press batter or composing 
room damage. 

Good mat-making can be a part 
of good advertising. A good, proper- 
ly selected mat is worth its cost in 
money and time, and a reliable mat 
maker can be a vital factor of the end 
results. 

Failures are not the result of any 
particular process but are due to a 
policy of “How much?” and “How 
soon?” which in turn begets the great 
American game of “passing the 
buck.” 

H. A. GoyKEe 
Stereotyper, Monarch Matrix & 
Stereotype Co., Chicago 


Help Wanted 


e We are particularly interested in 
any article or information you might 
have on stamp trading firms. 
S. JAMES 
Theatre Poster 
Winnipeg 


Service 


Ltd., 


e Would you please send me the 
names of several companies which 
make miniature replicas of office 
buildings in bronze and brass? 
WILLiAM DRAGER 
Allen & Reynolds, Omaha 





Before you decide on 


actual 
Performance Ih soures! 


RECORD 
of the use of ST. REGIS 55 Ib. SUNBEAM COATED 


Name of Printer on Request 


THE JOB... 
QUANTITY 
FORMS 


. 160-page book, 4 process colors, | additional color 
100,000 


ae pages (40 x 59) on 5-color Cottrell 
32 pages (40 x 59) on 2-color Cottrell 


SHEET SIZE 
SHEETS RUN 


RESULTS OBTAINED 


Industry 


Sunbeam 
Standards Performance 


Makeready Time 150 hours 158.8 hours 


ee 


Running Time 3400 impressions per hr. | 3592 impressions per hr. 


WORKABILITY ADVANTAGES 


In the above situation, there was a problem of producing the job 

within a budget. The economy of Sunbeam Coated made the 

choice of this paper logical. Both the letterpress and offset 
‘ 

grades have unusual bulk and opacity which permits the 

efficient use of lighter basis weights. Dimensional stability 


assures close register and excellent pressroom performance. 


ST. REGIS PRINTING PAPERS ARE 
BACKED BY PERFORMANCE RECORDS 
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paper, ask for 


The best recommendation any paper maker 
can give is figures showing performance of 
the paper on the press . . . the report of a 


printer who has used the paper. 


Before you specify, see for yourself how the 
performance of a grade compares with the 


industry standards. 


When you select St. Recis SUNBEAM CoaTED, 
for example, you can check production figures 
on an actual job . . . as shown at left. This 


paper will perform equally well for you. 


St. Regis makes a complete line of com- 
mercial printing papers for offset, letterpress 
and also gravure. Ask your St. Regis Paper 
Merchant to give you performance records on 


the paper you need. 


St. Regis Sales Corporation 


Sales Subsidiary of the St. Regis Paper Company 
230 Park Avenue, New York 17, New York 


St. Regis Printing Papers are manufactured by St. 
Regis Paper Company, one of America’s largest paper 
manufacturers, with resources ranging from raw ma- 
terials in its own forest preserves to modern mills and 
plants and its own nation-wide distribution. 
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MORE 


MERIT 
MERCHANDISERS 


kKreisler 


merchandiser—sel f-salesman 





Vacuum-formed and velvet covered dome 
on wood base with turntable displays the 
watchbands. Complete stock of 5 doz. bands 
self-contained in drawers set in back of unit. 


Krueger 


3-dimensional beer display 





Vacuum-formed and silk screened by Merit 
on metalized acetate. Half round bottle vacu- 
um-formed vinyl with actual labels. Choice 
of pressure-sensitive or easel backs. 


Kessler 


fishbowl novel back bar display 





Vacuum-formed styron with authentic lures 
reproduced in relief. Fish effect reproduced 
on iridescent vinyl insert so that display can 
be used with or without live fish. 


All under one roof in Merit’s new expanded 
plant: Designing, Vacuum Forming, Silk 
Screening, Die Cutting, Mounting, Finish- 
ing, Fabric Covering, Woodworking, As- 
sembling. 


‘Phone, write, wire for information on 
Merit’s merchandise display and Blister-Pak 
packaging services. 


Note new address: 


MERIT 


DISPLAYS CO. 
McLean Blvd. at 26th Paterson, N.J. 
AR-5 
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How 


tT SOLVED IT 





Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


We Appealed to Public 
And Got 35mm Slides 


We were on the hook when our ap- 
peal to state and local civic organi- 
zations for 35mm slides of Minnesota 
failed. We needed the slides for a 
convention exhibit in Chicago and 
wanted to show the scenic beauty of 
Minnesota as a means of encourag- 
ing attendance at an annual meet- 
ing to be held in Minneapolis later. 

Four days before the Chicago con- 
vention, we were able to induce Ced- 
ric Adams, who runs an immensely 
popular column in one of the Minne- 
apolis newspapers, to print an appeal 
to the public for slides. Results were 
almost immediate, and our phones 
rang for four days with slide offers. 

We not only got wonderful slides, 
but the publicity also produced other 
offers which will help us do a better 
job at the annual meeting in June. 

CHARLES GELLERMAN 
Alfred Colle Co., Advertising 
Agency, Minneapolis, Minn. 


Suggests New Method 
For Unsticking Photos 


Here’s another method of unstick- 
ing sketches or photos after they are 
rubber cemented. Instead of using a 
1%” brush to apply rubber cement 
thinner or solvent under one corner 
of the paper—as was suggested in the 
February AR (How I Solved It, 
Page 10)—I use a thin bladed palette 
knife and a container with a flexible 
spout. 

I apply benzol from the container 


eS 





and slide the knife under the corner 
of the art. When the edge comes up, 
I squirt benzol under the art as 
needed and lift it off. 

Advantages of this method are that 
you can use the correct amount of 
benzol as needed and the benzol 
doesn’t evaporate from the container, 
as well as the fact you have no 
gummy brush to work with. The 
method is also faster, a distinct ad- 
vantage in the advertising business. 

CHESTER L. FLOWERS 
Advertising Department, Conti- 
nental X-Ray Corp., Chicago 





Finds Zip-A-Tone Useful 
In Making Broken Lines 


Our problem was a rush job of 
drawing a series of line charts, all 
containing broken lines of the same 
type. Each line break had to be of 
equal length and each had to have 
square corners. There was no time 
for accurate measurements or careful 
touch-up work at the breaks. 

We solved the problem by first 
drawing the lines in solid black, Then 
we took a sheet of 097W Zip-A-Tone, 
which has white lines on acetate, cut 
it in strips the width of the black 
lines, and burnished the Zip-A-Tone 
on the black lines. 

We've found since that this idea 
works perfectly wherever accurate 
broken lines are needed and is espe- 
cially useful in map work, where all 
kinds of twists and bends occur in 
route plotting. 

JOEL THALER 
Graphic Statistician, Great Lakes 
Carbon Corp., New York 





PROMOTE YOUR-PRODU 


agli. 


Attractively printed Gair shipping boxes double 
as sales promotion aids— giving prominent dis- 
play to brand names while traveling through the 
channels of distribution. Prospects along the 
way—from factory to warehouse, to store, to 
home-—see these sales messages. 


Look around. You'll notice that products from 
paints to peanuts, from soaps to stoves carry 
colorful, well-printed identification on their 
shipping boxes. 


What about yours? 


CAMBRIDGE, MASS. + CLEVELAND, OHIO - HOLYOKE, MASS. - 


a nl 
CT 


Remember, this traveling display is economical. 
You own the “billboards”. . . for just the cost 
of plates and printing you add a strong link to 
your promotional chain. 


To learn how your shipping box can double as a 
sales promotion aid, check with the Gair plant 
nearest you. Learn, too, how Gair’s assured 
supply source, engineering ability and delivery 
service help give you the best in corrugated or 
solid fibre shipping boxes. 


Ask for a copy of the Shipping Case Handbook. 


LOS ANGELES, CAL. - MARTINSVILLE, VA. 


NO. TONAWANDA, N. Y. » PHILADELPHIA, PA. - PORTLAND, CONN. - RICHMOND, VA. - SYRACUSE, N. Y. - TETERBORO, N. J. 
SHIPPING CONTAINERS 


GAIR Bt 


* PAPERBOARD 


ROBERT GAIR COMPANY, INC. © 155 EAST 44th STREET * NEW YORK 17 
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DISSOYER 


New Selling Tools 


DEE a 





May 10, 11, 12, 1954 


Grand Ballroom and Adjacent Ballrooms 


HOTEL BILTMORE 


New York City 


Request Guest Tickets or Exhibitor's 
Color Brochure on company letterhead. 


Thomas B. Noble, Chairman 


ADVERTISING TRADES INSTITUTE, Inc. 
270 Park Avenue, New York 17 
Murray Hill 8-0091 


Next Advertising Essentials Show 
Nov. 15, 16, 17, Hotel Biltmore, New York 


. for more details circle 673, page 105 


How to Make 


PHOTO DISPLAYS? 
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New Book—FREE! 


Here’s the answer to your problems in 
cutting display and exhibit costs, preparing 
promotions, visual aids, wall decorations, 
and many other uses. The 32-pages of il- 
lustrations show how it’s done with folios, 
cut-outs, giant ‘stats, giant photos, mont- 
ages and special effects. 


Make your displays effective with easy-to- 
use photo effects. You'll cut costs and put 
more ‘‘sell’’ in your exhibits. 


For your FREE copy, just clip this ad to 
your letterhead, sign your name, and send 
to— 


au STUDIOS 


MY 123 NORTH WACKER DR 
CHICAGO 6, ILL. 
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Extra Sheets Can Save 


Lithograph Headaches 


In producing a lithographed dis- 
play there’s always a problem in de- 
termining what quantity to print, es- 
pecially where the display involves 
full colors, large size, and compli- 
cated construction. 

If your estimate is too low, you 
risk a swarm of complaints from dis- 
tributors, dealers, and salesmen who 
must be rationed or skipped entirely. 
If you go back to press, you have to 
pay an excessive premium for the 
additional printing, and you may not 
get prompt delivery because presses 
have been scheduled for other work. 

On the other hand, if your esti- 
mate is too high, you have to add to 
your inventory an “old” display that 
already has been seen by the field. 

We've found the best solution to 
this problem is to instruct the lithog- 
rapher to produce a cushion of 1,000 
or more additional sheets only on the 
initial run. The extra cost is mostly 
paper—the other costs of make- 
ready, plates, artwork, etc., having 
been absorbed in the original order. 
Then if subsequent demand requires, 
the printer can mount and die cut 
additional displays from his extra 
sheets at a considerable saving over 
what he’d have to charge starting 
from scratch, and can give quicker 
delivery, too. 

If the original order proves to be 
sufficient, the extra sheets can be 
utilized in some other way or de- 
stroyed and charged off to worth- 
while insurance. 

Davin BLAND 
Director of Advertising, G. 


Krueger Brewing Co., Newark, 


N. J. 


Federilel 


CASTOMATIC 
BAR SOLDERS 





Combines Booklet With 
Blotter, Solves Problem 


We faced a problem when we tried 
to tell a complete product story on 
a blotter promotion to distributors 
for re-mailing to their customers. 
There just wasn’t enough room on 
the blotter for the pictures and copy 
that were needed. 

The solution was a combination 
booklet-blotter with three features: 
1. A 2%” square 24-page saddle- 
stitched booklet was tipped on the 
blotter. 

2. The last page of the booklet was 
perforated at the binding edge to 


permit removal as well as retention. 
When the booklet is removed from 
the blotter by tearing the perforated 
edge, there still remains on the blot- 
ter one page (the last one) contain- 
ing the client’s name and product. 
3. We reserved space on the book- 
let cover or on the blotter itself for 
imprinting the client’s name. 
CHARLES E. WALSH 
Vice-President, John Mather 
Lupton Co. Inc., New York 
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Label Paste-Up Saves 
Money, Gets Results 


Because our advertising budget is 
limited, we have been faced with the 
problem of showing our affiliated 
wholesale grocer members the at- 
tractiveness of our package labels 
without the costly expense of four 
and five color work on sales bulle- 
tins. At one time we tried attaching 
real labels to our bulletins with sta- 
plers or clips, but the method didn’t 
bring in the desired interest and 
sales results on the items offered. 

Our bulletins are printed by offset 
and on each bulletin we now carry 
line drawings of a large tin. When 
the bulletins are delivered to us by 
the printer, one of the girls in our of- 
fice trims down the actual label to fit 
the interior of the line drawing. Then 
she spot gums the back of the label 
with a few dabs of rubber cement 
and pastes it down on the space. As a 
result, our bulletins show an actual 
and attractive label in full color and 
at a very reasonable cost, and mem- 
ber interest in our labels and sales 
results both have increased materi- 
ally. 

ELMER W. Mau 
Advertising Manager and Editor, 
National Brands Sales 


Corp., 
Chicago. 





ROTO AD? 


INTERNATIONAL 


There’s no need to complicate the life of a pro- 
duction man any more than is necessary—it’s 
complicated enough already. When it comes 
to the preparation of material for rotogravure 
advertising, there’s one sure way to insure 
peace-of-mind—call in INTERNATIONAL 
COLOR GRAVURE. From the camera to the 
proving press and every step in between, your 
copy is receiving the attention of skilled tech- 
nicians, men who have contributed much to 
the progress of rotogravure engraving. You 
know that your positives are being prepared 
to the specifications of the printer who is to 
use them. To take the burden of rotogravure 
schedules right off of your shoulders there is 
but one answer—it’s INTERNATIONAL, 


of course! 


Sour 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


PHILADELPH|IA—Widener Building ! LOS ANGELES—122 Glendale Boulevard 
e: Rittenhouse 6-2161 Phone. MAdison 6-4601 


SUPERTONE, INC. 


408 Lexington Ave., New York 17, N.Y. Telephone Plaza 3-9468 


P\PROYv 
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for distinguished service 


to the 


AR presents the seventh in its series of salutes to the 


nation’s favorite advertising suppliers ... as picked 


by our readers. The names below represent suppliers 


who have been recommended by AR readers since 


the March issue went to press. 


ali rlisiny profession 


Aalwertising ow Requirements 


Ochids of the Wont 


Artists 


Gorman & Graves Inc. 
C. R. Grauman Studios 
Sol LaMantia 


>r> 


Photographers 


Corval Commercial Photographers Inc. 
Chicago 
Henry & Henry Los Angeles 
Alfred H. Miller Co. Inc. New York 
Sarra Inc. Chicago 


>r>?> 


Photo Reproduction Service 
Major Photo Co. Inc. Chicago 
Mercury Stats Philadelphia 


A 


Photo Retouchers 


Scheible’s Art Studio Pittsburgh 
Philip F. B. Stang Chicago 


>>> 


Paper Supply Houses 
Messinger Paper Co. 


>r> 


Printers 


Adcrafters Printing & Offset Baltimore 
Bardgett Printing & Publishing Co. 
St. Louis 
Bryant Press Inc. New York 
Gartner Printing & Lithograph Co. 
Los Angeles 
Geis Printing Co. Chicago 
Hall Printing Los Angeles 
Minden Press New York 
Mutual Printing Service Evanston, Ill. 
The Print Shop New York 
Ross Printing Co. New York 


>Drm> 


Advertising Specialty Mfrs. 


Autopoint Co. Chicago 
Parisian Novelty Co. Chicago 
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Engravers 


American Photo Engravers 


Philadelphia 


Central Photo Engraving Co. Chicago 


Graphic Arts Inc. 
Kater Engraving Co. 


Wilbar Photoengraving Co. 


>Dr> 


Typographers 


Philadelphia 
Los Angeles 
New York 


Active Typographic Service Inc. Chicago 


Ad-Type Service 


Los Angeles 


Logan Square Typesetting Co. Chicago 


Morrell & McDermott 
>Dr> 
Display Producers 
Chromart 
>r> 


Model Agencies 


The Hartford Agency 
Models Bureau 
Talent Inc. 


>r>> 


New York 


Philadelphia 


New York 
Chicago 
Chicago 


Package Manufacturers 


Anderson Box Manufacturers 


Indianapolis 


Central States Paper & Bag Co. St. Louis 


Robert Gair & Co. 
Milton Paper Co. Inc. 


>r> 


New York 
New York 


Motion Picture Producers 


Campus Films 
Dallas Jones Productions Inc. 
Vernon J. Kraft 
Sound Masters 


>r> 


Sign Manufacturers 


ABC Letterart Co. 

Ace Show Card & Display 
Igelstroem-Oberlin Inc. 

Kolux Corp. 

Prentice Products Co. 

Stout Sign Co. 

Scioto Sign Co. 

Texlite Inc. 

H. M. Witt 


Brooklyn 
Chicago 
Milwaukee 


New York 


Los Angeles 
Chicago 
Massillon, O. 
Kokomo, Ind. 
Fort Wayne 
St. Louis 
Canton, O. 
Dallas 
Chicago 


Decal Manufacturers 


Chicago Decalcomania Co. Chicago 
Del-d-Cal Manufacturing Co. Chicago 


>r>> 


Creative Services 


Connor Associates Aurora, Ill. 
DeMartini Associates Philadelphia 
C. Dudley Johnston Tulsa 
Bert Ray Studios Chicagc¢ 


>r> 


Stock Photo Sources 
H. Armstrong Roberts Philadelphia 
>>> 


Exhibit Manufacturers 


Direct Display Services Maywood, IIl 
General Exhibit & Display Inc. Chicago 
Olson Designers Chicag 

Structural Display Long Island 


>rm> 
Mailing List Suppliers 


Chain Store Business Guide Inc. New York 
Clark-O’Neill Inc. New York 
Direct Mail Service Pittsburgh 
Millan Mailing Service Chicag 

Philadelphia Bindery Philadelphia 
R. L. Polk Detroit 


>r>>D 


Calendar Manufacturers 
Oscar Scheldrup Co. 


>r>>D 


Premium Manufacturers 


Belnap & Thompson Chicago 
Plastic Wallets, Inc. New York 
Myer Rosenberg Premiums Chicago 
John Wright Wrightsville, Pa. 


>r>>D 


Transcription Producers 


Agency Recording & Film Chicago 
Audio-Video Recording Co. Inc. 

New York 
National Broadcasting Studios New York 


. . for more details circle 676, page 105 





\ 
> 


i 


2esseu: 
eoRase: 


This insert lithographed by Milprint, Inc. 


These Calendars. SELL ALL YEAR |! 


Ridge Tool Company put together an unbeatable combination of quality products, 
girls by Petty and lithography by Milprint—in a calendar that works and sells 
365 days a year! Not only do customers put it up, keep it up and look at it... 
but they send regular requests for extra copies! 

Faithful reproduction of the Petty artwork comes from Milprint’s control of 
the job from start to finish, from plate making to press run with the world’s finest 
equipment and thoroughly experienced craftsmen. 

Want your lithographed displays to get up, stay up and sell more? Then call 
your Milprint man—first! 


George Petty, world-famous artist 
and illustrator, inspects and approves 
Milprint’s reproductions of his INC 


Petty calendar girls. 
ee PACKAGING MATERIALS 


Ree ee 8 Be eo ae eee eee ST 


General Offices, Milwaukee, Wisconsin. Sales Offices in Principal Cities 
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A recent article in an advertising trade paper told of a 
survey an agency made among newspaper production 
departments—asking about their experience with plastic 
plates, electros and mats. 


- 


It was significant to find the replies drawing a definite 
distinction between really good plastic plates and the 
ordinary, shallow plastic that results from a poor pattern 
plate and inferior molding. 

After a decade of experience in producing plastic plates, 
we are about to make our twenty millionth Reilly Plastictype, 
the original plastic plate. Tearsheets tell the truth about a 
printing plate. And the tearsheets from those twenty million 
Plastictypes demonstrate the vital importance of deep 
routing in the pattern plate and of the retention of that 
depth in the female mold and the plastic plate itself. 

Reilly Plastictypes are the only plastic plates that are 
guaranteed to retain a full fifty five thousandths of an inch 
depth. And that is only one of the exclusive steps we take 
to insure that Plastictypes will give you the finest quality 
reproduction obtainable—it is only one of the reasons we 
dare state that a Plastictype is the equal of the finest electro. 
To get the whole story of plastic plates today, mail the 
coupon below. 


Get the facts — mail coupon now! 


REILLY ELECTROTYPE, DEPT. AR5 
305 EAST 45 STREET, NEW YORK 17, N. Y. 


Please send free booklet ‘‘The Truth About Plastic Plates’’ 


COMPANY 


STREET ADDRESS 
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dwertising Requirements 


How to Develop an Effective 
Cooperative Advertising Campaign 


Lehigh Navigation Coal Co. has learned through experience that 
a good cooperative advertising program doesn’t just come about 
by chance ... it takes a lot of hard work. 


Cooperative advertising isn’t easy. 
Merchandising methods effective in 
one part of the country may have 
little appeal elsewhere, and virtually 
every locality has some feature in 
which it takes pride, ripe for inclu- 
sion in a local campaign. 

Companies which develop these 
local and regional themes, providing 
dealers a wealth of material from 
which they can choose items best 
suited to their local need, can profit 
by the cooperative plan. That’s been 
proven by Lehigh Navigation Coal 
Co. (Philadelphia), which has “Old 
Company’s Lehigh” dealers in the 
Middle Atlantic states, New England, 
and Canada. 

Lehigh’s cooperative plan starts 


out with an advertising allowance 
of 10¢ per ton of domestic coal han- 
dled, provided the dealer matches 
that with a dime of his own. For that 
money, he’s then given a choice of 
scores of advertising plans, covering 
every known medium—newspapers, 
radio, tv, posters, direct mail, out- 
door posters, novelties, firing charts 
to be hung near the furnace, and 
others. 


>One of the most important things 
Lehigh has learned, according to Lil- 
lian Cohen, advertising manager, is 
that the local dealer’s name should be 
given equal prominence with the 
product. “It may not be true of other 
items,” she says, “but when people 


buy coal, they buy it from a dealer 
they know and trust, and we get our 
best results by keeping his name be- 
fore the public as well as our own.” 

Key item in “selling” the various 
ad campaigns to a dealer is a leather- 
bound portfolio, containing a sample 
or illustration of each of the mate- 
rials available. At first catalogs were 
provided to each dealer, but it has 
been found more effective to give 
them only to the coal company’s 
salesman who helps the dealer map 
out his advertising campaign during 
his regular visits. If the dealer has 
the catalog in his office all the time, 
he’s prone to put his campaign off 
until tomorrow. When it must be set- 
tled during the salesman’s call, 
there’s less procrastinating, Miss 
Cohen has learned. 

Development of Lehigh’s portfolio 
has been going on for 24 years, and 
each item comes up for scrutiny and 
possible redesign periodically. News- 
paper ads, direct mail letters, and 
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Ad Manager & Plaque . . . Lehigh’s Lillian 
the anthracite-mounted 


Cohen shows 


plaque to be presented to an outstanding 


dealer 


radio-tv materials are redesigned 
every year, but some of the other 
items, particularly effective in cer- 
tain localities, enjoy a remarkable 
stability year after year, and haven't 
been changed for a decade. 


>The portfolio is divided into sec- 
tions according to seasonal cam- 
paigns, rather than by media em- 
ployed. In the front, for example, is 
the section devoted to spring sales 
campaigns, when prices are the low- 
est of the year. Newspaper ads, blot- 
ters, folders, radio commercials, tv 
slides, sales letters, and telephone 
solicitation data, all pointing up the 
advisability of buying at the lowest 
price of the year, are included in the 
section. 

Other sections, each carrying spe- 
cialized material for the various 
media, are devoted to pea coal, which 
has a price advantage over the larger 
sizes and will burn efficiently in most 
furnaces; Lehigh’s Coal Club, a 
credit plan for spreading installments 
through the heating season; solicita- 
tion of new customers; ads designed 
for classified telephone directories; 
furnace cleaning, which keeps many 
alert dealers busy through the sum- 
mer months; thermostats and stok- 
ers; furnace firing charts, and nov- 
elties. 

Not surprisingly, the special sec- 
tion on winter sales is devoted to 
promoting the premium quality of 
Old Company’s Lehigh and plugging 
brand and dealer names. Advertis- 
ing in all media is used to keep these 
points before the public. 


> Each of the items offered dealers 
under the cooperative plan is care- 
fully prepared, and in most cases, 
they’re pre-tested in two or three 
localities before being adopted for 
inclusion in the portfolio. 

New items are usually born in 
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Miss Cohen’s office, in conference 
with J. Warner Evans of Lewis & 
Gilman Inc., Lehigh’s advertising 
agency. Each quarter, the two go 
over orders for co-op material for the 
previous year, and any item showing 
a conspicuous drop in popularity 
among dealers is given careful scru- 
tiny. Sometimes there’s a good rea- 
son for a temporary slump, but more 
often the item is redesigned or re- 
placed. 

Knowledge of long-established 
buying habits in each area is an 
essential preliminary to the design 
of a co-op item. Sometimes that can 
be obtained from the salesman in the 
region, or from the dealers. If not, 
a market study is launched. 

A dealer reports, for example, that 
his direct mail campaign didn’t bring 
him as many orders this year as in 
earlier seasons. Yet this year’s letter 





High Visibility . 
visible day and night, has a 4x8’ copy 


. This Scotchlite sign, 


panel and a 2x10’ dealer identification 
panel. Sign costs the dealer $6.50 a 
month. 


shows good pulling power in other 
cities. Upon investigation it was 
found that a competitor entered the 
direct mail field for the first time 
this year and attracted some of the 
Lehigh dealer’s regular customers. 
Nothing wrong with the Lehigh let- 
ter in this case—it’s good most places 
—but that particular dealer needs a 
different angle. So a new letter is 
prepared, emphasizing a quality 
point on which that particular com- 
petitor is weakest. When it produced 
good results for the dealer who spe- 
cifically needed that approach, it went 
into the portfolio for other dealers 
who may have the same problem. 


> Miss Cohen believes her portfolio 
to be one of the best things of its 
kind in America; certainly the best 
in the highly competitive anthracite 
coal industry. But even at its best, a 
portfolio can’t sell dealers on the 
wisdom of co-op advertising unless 





there’s an attractive financial ar- 
rangement. 

There too Miss Cohen believes Le- 
high leads the industry. The adver- 
tising allowance of a dime a ton is 
topped by no other company; many 
anthracite producers are offering six 
or seven cents. Further, reductions 
obtained through quantity orders are 
passed along to the dealer, so he not 
only gets more dollars to spend on 
advertising, but more advertising per 
dollar. 

On some items he needn’t match 
the company’s contribution dollar 
for dollar, but can nevertheless ob- 
tain the benefits of mass buying. 
Christmas cards are an example. Le- 
high designs several dealer Christ- 
mas cards each year, taking pains to 
make sure they’re good-looking, 
tasteful cards. The entire cost of the 
cards (except for addressing and 
postage) is taken from the com- 
pany’s share of the advertising al- 
lowance. 

With that sort of support from the 
company, dealers have taken up the 
co-op plan enthusiastically. Perhaps 
the best measure of its success is the 
fact that in 1952 Lehigh increased 
its sales over 1951, while all other 
anthracite producers showed a drop 
from the previous year. Sales figures 
for 1953 aren’t complete at this writ- 
ing, but they show promise of an- 
other gain over the competition. 44 


DEPENDABLE COAL CO. 
1111 MARKET ST. 
Phone MA-1820 


Dear Mr. Smith 


When you order your coal from us this year, you 


can leave your cash at home! 


Our time payment plan makes it easy and painless 
for our customers to buy all the coal they want and 
then pay for it in a way that suits their budget 


We don't often toot our own horn, but this 1s just 
another of the services we offer our customers which 
have made us so many good friends and we 
hope you'll take advantage of this easy way to buy 
your Old Company's Lehigh Premium Hard Coal 


guaranteed by Good Housekeeping 
Order today, why don’t you, and then sit back and 
relax, knowing your coal isin the bin, safe and sound 


and that you've got plenty of time to pay for 


There'll be no big coal bills for you this year if you 


give us a quick call today! 


Yours truly 


Qeeph Sense 





Coal on Credit . 
cial plans is a coal 


. One of Lehigh’s spe- 

“‘club’’ whereby cus- 
tomers can buy coal on a credit plan, 
spreading the installments through the 
heating season. As part of the special 
promotion material portfolio, Lehigh deal- 
ers are offered this sales letter, which 
promotes their names and acquaints cus- 
tomers with the company’s 
credit’’ club. 


“coal on 





ADVERTISING COPYRIGHTS 


.-+ AR presents the fourth in its series of articles 
explaining the application of copyrights to 
advertising. This month—the rights included in 
a copyright from the advertising point of view. 


@By Robert J. Burton 


Having examined the fundamental 
requisites to securing copyright pro- 
tection and having surveyed the gen- 
eral subject matter of copyright pro- 
tection in the field of graphic arts, 
I should like to discuss the bundle of 
rights included in a copyright and to 
analyze them from the point of view 
of commercial trade practices in the 
graphic arts field. 

As a point of departure, let us con- 
sider the rights of the artist in a pic- 
ture at the moment it is completed 
on his drawing board or canvas. 

Let us take the simplest case of the 
fine artist whose commercial aspira- 
tions are largely confined to the sale 
of his original work of art for exhibi- 
tion in a home, public building, or 
elsewhere, for the purpose of giving 
pleasure to the viewer. I am referring 
primarily to those works of art which 


at least at the time of their creation 
are not primarily intended to be re- 
produced in copies for sale. 


>Prior to 1942, much uncertainty 
existed as to the legal position of the 
fine artist in relation to the sale of a 
picture. In Pushman v. New York 
Graphic Society (287 NY 302 1942), 
the following facts were presented to 
the New York courts: 

Hovsep Pushman, the well known 
American artist, placed a picture with 
the Grand Central Art Galleries and 
offered it for sale at the usual price. 
The picture was ultimately sold to 
the University of Illinois for exhibi- 
tion at the university gallery. The 
sale was made on the standard order 
blank of Grand Central Art Galleries 
with the customary invoice and bill 
of sale used both in commercial and 
fine art transactions. Nothing was 
said on the face of the bill of sale with 
respect to the use that the buyer 


might make of Mr. Pushman’s work. 
The bill of sale merely purported to 
be the customary outright transfer 
of a physical drawing. 

About a year after the purchase, 
the University of Illinois, at the re- 
quest of an organization specializing 
in the sale of reproductions of orig- 
inal paintings, authorized this organ- 
ization to reproduce the Pushman 
work and to place these reproduc- 
tions on sale. 

Mr. Pushman brought an action 
against the organization reproducing 
his work on the ground that the re- 
production could not be made with- 
out his authority. 


>In a historic decision the New York 
Court of Appeals decided that any 
transfer of a physical work of art, 
not made subject to an express res- 
ervation of rights, was a complete, 
outright and full grant of all rights, 
including the right to reproduce the 
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painting. Thus under the Pushman 
case, unless the painter or his repre- 
sentative clearly defines what rights 
are being sold at the time of the sale, 
the purchaser of an original work of 
art secures unlimited rights to use 
that work for any purpose, commer- 
cial or otherwise, that he may desire. 

Just as the outright ownership of 
a painting would, under the Pushman 
case, carry with it the right of repro- 
duction, it likewise carries with it the 
right to secure a copyright in the 
name of the purchaser as copyright 
proprietor and to enjoy the rights 
thereunder. We thus find that artists 
must, by express agreement, limit the 
use to which an original work of art 
may be put. 

The particular significance of this 
doctrine is found in the fact that, 
commercially speaking, by far the 
most important right embodied with- 
in copyright protection is the right 
of reproduction—the right to copy. It 
is, therefore, useful to examine a 
number of problems which relate to 
reproduction and copying. 


> A good deal of so-called fine art has 
great commercial value when repro- 
duced in copies to be used for purely 
decorative purposes, or for such ob- 
jects as postcards, greeting cards, 
collections of pictures, calendars, and 
the like. Artists should therefore 
have an express understanding with 
respect to their participation in the 
fruits of the reproduction of their 
work in any form or for any purpose. 
In other words, if an artist permits 
the reproduction of his work in copies 
intended to be used for decorative 
purposes, the reproduction should be 
restricted to those purposes, and the 
terms and conditions of sale should 
directly reflect such purpose. Wheth- 
er the sale for such use is made for 
an outright sum or for stated royal- 
ties will be determined in each indi- 
vidual transaction. The important 
point is that if it is also intended that 
the work be used for picture post- 
cards, or for some other purpose, then 
the transaction should specifically 
cover such other projects and the 
terms and conditions of compensa- 
tion should be adjusted accordingly. 


> The position of the commercial art- 

ist who creates works of art primarily 
for magazine illustrations or adver- 
tising purposes, although similar in 
principle to that of the so-called fine 
artist, differs very radically in prac- 
tical application. Most magazine il- 
lustrations are purchased for a stated 
sum and for the express purpose of 
being used in connection with a des- 
ignated story or article. 

Again, and following the basic phi- 
losophy of the Pushman case, unless 
there is an express understanding be- 
tween the artist and the magazine 
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limiting the use of the illustration to 
a particular issue, then the illustra- 
tion will become the property of the 
magazine and might be used for any 
other purpose, without additional 
compensation being paid to the artist. 

It is important that both the maga- 
zine publisher and the illustrator un- 
derstand the extent of the use that is 
to be made of the illustration in order 
that compensation may be arrived at 
on the basis of what rights are actual- 
ly being transferred to the magazine. 


>The field of magazine illustration 
raises a rather intricate question of 
copyright protection. It is very rare 
indeed in the case of magazines to 
find a separate copyright notice ap- 
pearing on individual illustrations. 
The overwhelming trade practice fol- 
lowed in the magazine publishing 
world is to have the basic copyright 
of the magazine include all of the 
contents thereof, including the indi- 
vidual illustrations. 

The weakness of this practice, how- 
ever, is to be found in the fact that 
should the understanding between 
the illustrator and the magazine pub- 
lisher limit the use of the illustration 
to a particular issue of the magazine, 
thus reserving all the other repro- 
duction rights to the illustrator, the 
illustrator does not have any copy- 
right separate or apart from the basic 
copyright of the magazine. 

As previously indicated, the publi- 
cation of the picture places it in the 
public domain except for the under- 
lying magazine copyright. Thus, if 
the artist wishes to use the same pic- 
ture a year or two later for a calen- 
dar or for any other purpose, he does 
not have a separate copyright and is 
placed in the technically complicated 
position of relying for protection on 
the underlying copyright of the mag- 
azine issue which covers many hun- 
dreds of items appearing in the maga- 
zine, in addition to the particular pic- 
ture. 


>A simple, although perhaps not 
commercially practicable remedy, is 
for important illustrations to be sep- 
arately copyrighted. Then a copy- 
right notice in the name of the artist 
will appear in connection with his 
illustrations, and the artist will there- 
by retain the basic copyright on his 
work, subject to the right of the mag- 
azine to use it for the particular pur- 
pose involved in the transaction. 
This procedure has already been 
adopted in the magazine world to 
some extent, and many advertise- 
ments appearing in consumer maga- 
zines bear individual copyright no- 
tices, almost always in the name of 
the advertiser. In other words, if a 
tobacco company, an automobile 
manufacturing company, or any other 
advertiser, purchases artwork for ad- 


vertising purposes, the artwork, to- 
gether with the copy in the particular 
ad, is separately copyrighted and a 
separate copyright notice appears on 
the page of the magazine on which 
the ad appears. 

If the artist does not secure a sep- 
arate copyright for his magazine il- 
lustration, despite specific agree- 
ment that the magazine acquires no 
rights in the picture beyond the use 
in a particular issue, then the artist, 
in order to grant rights to other users 
of this picture in subsequent years, 
must get from the owner of the basic 
magazine copyright the necessary 
grant or permission. Although this 
procedure is feasible it does not seem 
to be as desirable as the use of the 
separate copyright notice. 


>I do not, of course, wish to indicate 
any opinion with respect to the terms 
and conditions of transactions be- 
tween illustrators and periodical 
publishers. Obviously, the kind of 
pictures involved, the intention of the 
parties, and the amount of compensa- 
tion will determine the importance 





or lack of importance that the parties 
may attach to the use of the illustra- 
tion for purposes other than its ap- 
pearance in the magazine. 

As an example of some of the in- 
tricacies which may result from a 
poorly defined relationship between 
an artist and a magazine publisher, 
we can look to the recent litigation 
involving the well known artist, Al- 
berto Vargas, of “Varga Girl” fame. 

Vargas had a continuing agreement 
with Esquire magazine, under which 
he had agreed to do a number of 
drawings over a period of six months 
and to receive stated compensation. 
Subsequent to the making of his orig- 
inal agreement, a second agreement 
was entered into whereby the draw- 
ings furnished, as well as the names 
“Vargas,” “Varga Girl,” and “Varga 
Esquire,” should belong to Esquire. 
Apparently Mr. Vargas thought bet- 
ter of it after a while, and after he 
stopped working for Esquire he tried 
to sell some new pictures done in 
“Varga Girl” style as “Varga Girls” 
to other magazines. 


> The first of a series of cases (Vargas 





v. Esquire Inc., 184 F. 2nd, 552) arose 
when Vargas sued Esquire to enjoin 
the production of certain pictures 
made by him and used by Esquire 
without giving him credit. This case 
was dismissed and the court held that 
Vargas had contracted to furnish the 
pictures to Esquire and they were the 
outright property of the magazine. 

Ultimately Esquire, obviously an- 
noyed at the attempts being made by 
Vargas to sell “Varga Girls” to other 
magazines, brought an action against 
him to enjoin these practices. The 
Circuit Court of Appeals in Illinois 
ruled on three points (Esquire Inc. v. 
Vargas Enterprises Inc. and Alberto 
Vargas, 185 F., 2nd, 14, 1950). To 
begin with, the court held that Vargas 
himself had infringed on his own pic- 
tures as well as on the trademark 
“Varga,” “Varga Girl,” and similar 
names which belong irrevocably to 
Esquire. 

Secondly, although the court con- 
ceded his right to draw pictures of 
girls and to continue to use his own 
style, he could not sell them under 
the designation of “Varga Girl.” 


enlightened self-interest 
makes it imperative for those 
whose work is affected by the 


law in a particular area to 
know and to be able to judge 
the kind of protection the law 
affords.’ 

—Robert J. Burton 


Finally, the court said that under 
the original contract with Esquire, 
Vargas had made no grant of titles 
to drawings which came into being 
after the termination of that contract, 
or to drawings which he had in his 
possession, but had not turned over 
to Esquire during the time that the 
contract had been in force, and that 
as to those drawings Vargas had com- 
plete ownership rights subject only 
to the fact that he was prohibited 
from calling his drawings “Varga 
Girls.” 

The distinction made by the court 
is not easy to grasp. Most of us know 
and recognize a Varga Girl when we 
see one, and certainly if a Varga Girl 
appears in a magazine under another 
name it would certainly appear to me 
to be nonetheless a Varga Girl. I 
think, however, we can come to the 
conclusion that although an artist 
may, under a contract with a maga- 
zine for continuing artwork, transfer 
certain designations or descriptive 
terms relating to his artwork, he does 
not necessarily transfer to the maga- 
zine the right to prevent him from 


continuing his same style and type of 
illustration without the use of the 
previously assigned designation. 


> The Vargas cases, in so far as they 
throw light on the characters, or des- 
ignation of the characters, drawn by 
the artist, brings us logically to the 
field of advertising art as distin- 
guished from periodical illustration. 
Again, the basic rule of the Pushman 
case is applicable in that if a com- 
mercial artist does a job for an adver- 
tising agency or for an advertiser and 
delivers the work in completed form, 
there would be, in the absence of an 
express reservation of rights or an 
express statement of intention, a 
complete transfer of all rights to the 
advertising agency or to the adver- 
tiser, as the case may be. 

I can add very little at this point 
to my prior satement that terms re- 
garding compensation may well be 
closely related to the extent of the 
advertising use which the agency or 
the advertiser intends to make of a 
particular drawing. In other words, 
artists who go into the field of adver- 
tising may wish to relate their 
charges to the size and extent of a 
particular campaign. 

I realize that there is no field in 
which it is more difficult to fix a price 
than in the purchase of commercial 
artwork. For example, an agency 
might ask an artist to do some pre- 
liminary sketches for $100 apiece. 
One of them might be accepted and 
the artist paid a fee for his final work 
of $500 or $1,000. Yet within a few 
years the particular work might be 
the basis of millions of dollars of 
printed media advertising. 


> The agency and the artist, in many 
transactions, regard the sale as final, 
with unlimited rights passing to the 
agency. Yet by the very nature of 
advertising, commercial art may have 
enormous trademark or identification 
significance. Its ultimate value to a 
printed medium advertiser may be 
as important as the prestige of hav- 
ing his product linked with a top- 
rated program is to the radio and 
television advertiser. 

Now I don’t purport to know 
whether the man who drew “Elsie the 
Cow” should go on and on sharing in 
Elsie’s success. The artist may very 
well have been paid a price for his 
work which contemplated the unlim- 
ited use of his drawing by the adver- 
tiser. I believe that the only practical 
way whereby a price can be fixed 
which would relate to the ultimate 
use of advertising art is to base the 
price on the extent of a projected 
campaign. On the other hand, I am 
quite certain that it is unlikely that 
present practices in connection with 
the purchase of advertising art will 


be very materially changed in the 
immediate future. 


>In 1946, a significant case, involv- 
ing several problems in the field of 
commercial art, was decided in New 
York. The cause involved the well 
known illustrator Vernon Grant 
(Grant v. Kellogg Co., 58, F. Supp. 
48; affirmed 154 F., 2nd, 59). 

In 1932, Mr. Grant made a contract 
with N. W. Ayer & Son for the Kel- 
logg cereal account. U. S. District 
Court Judge Bright, in his opinion, 
with some justification characterized 
the contract as being “oral and indefi- 
nite.” It appeared, however, that all 
Mr. Grant knew was that he had been 
paid a sum of money to create some 
characters for the Kellogg people for 
advertising of Rice Krispies and that 
these characters turned out to be the 
now famous “Snap, Krackle & Pop.” 

Mr. Grant worked for the Kellogg 
people for a number of years, turning 
out successive drawings of Snap, 
Krackle & Pop. After Mr. Grant sev- 
ered his relationship with the Kellogg 
account, Kellogg went right ahead 
and continued not only to use the 
drawings done by Mr. Grant, but ap- 
parently hired other artists to con- 
tinue the adventures of Snap, Crackle 
& Pop, of course using Mr. Grant’s 
precise creations. 


> Despite the fact that this case arose 

after the Pushman decision, and de- 
spite the fact that Mr. Grant made no 
claim that he had specifically re- 
served any rights, he nevertheless 
urged the following contentions: 


1. That he, not Kellogg, owned the 
drawings. 


2. That the characters, Snap, 
Krackle & Pop, were his creation and 
that he could use them for his own 
purposes after the termination of his 
relationship with Kellogg. 

Judge Bright, in deciding the case 
against Mr. Grant, relied primarily 
upon the Pushman doctrine, namely, 
that Mr. Grant had made no reserva- 
tions with respect to the use of his 
work. However, when he came to the 
question of Snap, Krackle & Pop, 
Judge Bright said: 

“The gnomes and their names, if 
they can be said to have been in- 
vented by plaintiff, were drawn for 
Rice Krispies advertising. They had 
not been in the Grant form exploited 
or used by him before. It was in that 
advertising that they had any signifi- 
cance and, for that matter, any value. 
They had acquired no secondary 
meaning as being Grant’s; they were 
Kellogg’s; they had not been publi- 
cized except for the purpose of Rice 
Krispies sales, and never had any 
personality or characteristic except 
as Rice Krispies salesmen.” 

Judge Bright further said: “They 
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lived no life like Mutt & Jeff, Buster 
Brown and his dog, Jiggs, Superman, 
Betty Boop, Sparkplug and other in- 
habitants of the comic-strip world. 
They had no significance except as 
decoys to beguile the public into 
reading about Rice Krispies.” 


> The significance of the Grant deci- 
sion is to be found in the fact that 
to the extent that artwork created 
for commercial advertising acquires 
secondary meaning, that is to say, 
advertiser identification, such sec- 
ondary meaning and _ identification 
are completely the property of the 
advertiser. 

Now let’s see what would have 
been the result in this case had Mr. 
Grant owned the copyright on his 
drawings. If Mr. Grant had copy- 
righted his drawings separately and 
had merely granted the Kellogg peo- 
ple the right to reproduce them in 
particular advertisements, then irre- 
spective of any question of secondary 
meaning which the transaction might 
have created, the Kellogg people 
could not have continued to use these 
drawings after the termination of Mr. 
Grant’s agreement. In other words, 
the right to reproduce a copyrighted 
drawing cannot be extended beyond 
the term of original grant simply be- 
cause the person who may have used 
the drawings for a time found him- 
self in a position where the draw- 
ings had acquired secondary meaning 
in connection with his product. 

The Grant case is thus a further 
extension of the rule in the Pushman 
case and serves to point out in dra- 
matic fashion the need of setting 
forth the terms and conditions in 
transactions involving commercial 
artists and advertisers. 


>The doctrine of the Grant case is 
even more applicable to cases where 
artists work as industrial designers 
for packages, advertising displays, 
commercial labels, and the like. Since 
much of the creative effort in this 
field is the proper subject of copy- 
right, there is the same necessity for 
a clear understanding between crea- 
tor and user. The normal trade prac- 
tice in this field still uses the device 
of a single compensation or outright 
sale. 

It is to be remembered, of course, 
that in discussing such matters as 
designs for display advertising, con- 
tainers, labels, and even commercial 
objects as such, there is always the 
fundamental question of copyright- 
ability previously discussed. 

Let us assume, however, that a 
particular piece of display advertis- 
ing, or a particular piece of indus- 
trial design, or a particular label, is 
a proper subject of copyright pro- 
tection. Then the trade relationship 
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between the artist or designer or the 
user is governed by substantially the 
same factors which govern the rela- 
tionship between advertising illus- 
trators and advertising agencies. One 
possible commercial distinction in the 
field of industrial design is found in 
the fact that, assuming the particular 
industrial design be copyrightable 
and assuming it may be transferred 
to a utilitarian object such as a lamp, 
compensation to the designer can, if 
desired, easily be measured on a roy- 
alty basis in terms of items manu- 
factured or sold. 


>A word should be said in passing 
about a large number of artists who 
are actually employed by publishers, 
advertising agencies and other types 
of users of artwork. Pursuant to the 
express provisions of the Copyright 
Act of 1909 (17 U.S.C.A. No. 26) “the 
word ‘author’ shall include an em- 
ployer in the case of works made for 
hire.” Wherever the relationship of 
employer and employe exists be- 
tween an artist and another person, 
and copyrightable artwork is done in 
connection with such employment, 
the employer is deemed to be the 
author and therefore entitled to se- 
cure copyright in the first instance. 

In other words, as a result of what 
one might call a statutory fiction, the 
employer, although it may be a large 
corporation, is regarded as the “au- 
thor” of any copyrightable works cre- 
ated by an employe in the course of 
his employment. It is strongly urged 
that employers and employes alike 
understand the full implications of 
this provision of the Copyright Act 
so that their true intentions as to the 
ownership of any artwork may be 
carried out. 

Where it is the intention of the 
artist and his employer that the em- 
ployer shall be deemed the author of 
any work done in the course of em- 
ployment, then copyright registration 
of such work must reflect this inten- 
tion by setting forth the name of the 
employer as being the author. Also, 
the copyright notice must reflect the 
employer as the copyright owner. 
This is a particularly important doc- 
trine for organizations creating com- 
posite works such as catalogs, direc- 
tories, compilations, anthologies and 
similar publications. 

It is also a doctrine of vital impor- 
tance to advertising agencies and 
magazine publishers who wish to es- 
tablish one kind of relationship with 
free lance artists and a different kind 
with those artists employed by the 
organizations on a regular salary 
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Co Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are 
now available: 


101. ..Time and Cost Guide for Producing 


TV Films 

by Lee Randon 

February, 1953 25c 
102. . . The Public’s Preferences in Calendars 

February, 1953 25c¢ 
109. . -Do’s & Don’ts for Television Commer- 

cials 

by Harry Wayne McMahan 

March, 1953 25c¢ 
110. . .55 Ulcer Reducers for Exhibitors 

April, 1953 25c¢ 
112. ..Do’s & Don'ts for Better Engravings 

June, 1953 25c 
114...How to Design Packages for Self- 

Service 

by Frank Gianninoto 

May, 1953 25c 


115. . . How to Build a Press Kit 
by Phil Richman 


June, 1953 25c 
116. ..Gadgets & Gimmicks Help Sell Plym- 

ouths 

July, 1953 25c¢ 


120...Rear Screen Projection Solves Carl- 
ing’s TV Problem 
June, 1953 25c 
121..-Trading Stamps Build Repeat Busi- 
ness for Denver Merchants 
by Frank Lynn 
September, 1953 25c¢ 
122...How to Prepare Packages for Rack 
Merchandising 
by Arthur Weiss 


October, 1953 25c 
123...How to Prepare Jingles for Radio 

Spots 

October, 1953 25c¢ 
126. . . Low Cost Mailings Score for Lahr 

October, 1953 25c¢ 
127..-Money Saving Techniques for Busi- 

ness Films 

by du Maresgq Clavell 

November, 1953 25c 


128...Ford Establishes a New Method for 
Handling its Direct Mail Advertising 
November, 1953 25¢ 
129...Repetition Plus Quality Materials 
Add Up to an Outstanding Cam- 


paign 

by Herbert Baker 

February, 1954 25c 
130..-A ‘“‘New Medium’ Gets Its First 

Major Test 

February, 1954 25c 
131. .-How to Get Your Share of Free Tele- 

vision 

by Richard Marvin 

February, 1954 25c 


132. ..-Ford Uses Unusual Teasers in South- 
ern California 
by Phil Seitz 
March, 1954 25c¢ 
133. . .Carnival Theme Builds Exhibit Excite- 
ment for Hudson Pulp & Paper 
by S. W. Franklin 
March, 1954 25c 


Reprints of editorial features are offered 
here as a special service to AR readers. 
Please send number and name of article 
with exact amount in coins, stamps, or 
check to: Reprint Editor, Advertising Re- 
quirements, 200 East Illinois St., Chicago 
11, Ul. 


Special prices available upon request for 
quantity orders. 


Sorry, we can’t handle credit orders under 
$1. We'll be happy to bill you for larger 
sums. 
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the greatest in its 103-year history. An industry leader tells what's 
behind the boom and how admen can make the most out of it. 


By Gordon C. Bowen 


President 


Premium Advertising Assn. of America 


Premium advertising is experi- 
encing the greatest boom period in 
its 103-year history. 

This year alone more than $1.3 bil- 
lion will be spent on premiums and 
sales incentive merchandise. This 
huge expenditure is part of a vast, 
spontaneous anti-recession drive be- 
ing pressed by businesses and indus- 
tries, large and small, to push sales 
to record levels in the face of in- 
creased buyer-resistance and value 
consciousness. 


Mr. Bowen is president of The Premium 
Service Co. (New York), subsidiary of the 
Curtis Publishing Co. 


Premium advertising has come a 
long way since Benjamin T. Babbitt 
first used the “something extra” 
technique by offering brightly col- 
ored chromos in exchange for wrap- 
pers from his Sweet Home laundry 
soap. Generations of merchandising 
and promotion men have developed 
the basic premium idea into a vari- 
ety of advertising and marketing de- 
vices that offers a formidable weapon 
in the sales arsenal. 


> Today all the old techniques are 
being tested and new ones developed 
to meet one of the greatest chal- 
lenges faced by advertising and mar- 
keting. Several thousand premium 
men, users and suppliers, are gather- 
ing in Chicago for the 21st Annual 
National Premium Buyers’ Exposi- 


tion at the Conrad Hilton Hotel. At 
hundreds of exhibits, over luncheon 
tables, in the corridors, each will be 
looking for his own answer to the 
much-more-than-$64 question - 
“How can I use premiums to in- 
crease sales?” 

For some people there is only one 
forthright answer: you can’t. The 
premium device is not a cure-all. 
The right premiums for the right 
products, integrated with an overall 
sales, advertising, merchandising and 
distribution program, will almost al- 


’ ways produce results. But take away 


any one or more of these essential 
ingredients, and a premium promo- 
tion at best will produce only a tem- 
porary gain, at worst fall flat on its 
face. 

Hard selling sometimes means des- 
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LET the WHOLE WORLD KNOW 
about your 

MOST MEMORABLE EVENT 
with Custom Minted 
Metal-Clad Commemorative 
Coins by Beacon 


These coins are molded from plastic and 
then clad in genuine metal. Half the 
weight and half the cost of old fashioned 
metal coins. 


The actual colors of genuine 24K gold, 
sterling silver, gleaming nickel and lus- 
trous copper plus an antique finish to any 
of these metals are available. 

Designed exclusively for you. Any design 
can be recreated through this process with 
few limitations. An amazing degree of 
accuracy in faithfully reproducing detail 
can be attained. 


Available with, or without key chains. 


FREE SKETCH—A _ dramatic Artist’s 
sketch and quotations furnished FREE 


upon request. Submit ideas and instruc- 
tions. 


For IMMEDIATE INFORMA- 
TION Phone the ADVERTISING 
SPECIALTY Firm listed in the 


yellow pages of your phone book 
or write to:— 


burn Hastiis CORP. 


Newton Highlands 61, Mass. 


. for more details circle 678, page 105 
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perate selling, and when premium 
advertising is chosen simply out of 
desperation it is usually doomed by 


the very conditions that produced 
the desperation. 


> When, on the other hand, premium 
advertising is used as part of an 
overall selling program, it is unex- 
celled as a low-cost medium for pro- 
ducing high-velocity sales. 

There are many reasons why pre- 
miums work, but only one central 
reason — “that something extra.” 
Properly used, the premium ap- 
proach gives the consumer an extra 
reason for buying the product, and 
the dealer or salesman an extra rea- 
son for pushing it. 

Beyond this central element of any 
premium promotion, there are as 
many solutions as there are prob- 
lems. Most of these solutions fall into 
seven major categories. 


> First and probably best-known is 
the self-liquidating premium. 

The cost structure of a self-liqui- 
dating premium is worked out so 
that the advertiser receives from the 
consumer, in addition to the proof of 
purchase (wrapper, label, coupon, or 
receipt), enough cash to cover the 
cost to him of the premium and han- 
dling and postage as well. His only 
expenditure lies in the promotion. 

A self-liquidating premium must 
have two essentials if it is to be suc- 
cessful—an idea and value. 


> Because so many self-liquidators 
are “one-shots,” single items heavily 
promoted for a relatively short pe- 
riod, the idea behind the premium 
must carry a heavy impact. Some- 
times the idea is simply one of nov- 
elty. Most of the children’s premiums 
capitalize on this element. General 
Mills, for example, has done an out- 
standing job with its promotion of 
miniature license plates. 

Sometimes the idea involves util- 
ity, creating or exploiting a basic 
consumer need. Lever Brothers took 
the idea of an extra stocking, when 
Milady’s nylons develop a run, and 
parlayed it into the “pair-and-a- 
spare” promotion which was hugely 
successful. There is an interesting 
lesson to be learned from this Lever 
premium, too. The “pair-and-a- 
spare” had been tried in the hosiery 
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industry without much _ success — 
women preferred to buy two or three 
pairs rather than one additional 
stocking. But as a premium, it of- 
fered that something extra which 
clicked. 

Often the idea itself, created by 
the advertiser or his agency with 
the help of the supplier, is strong 
enough to carry the self-liquidating 
promotion. But usually it must offer 
value as well. As a general rule-of- 
thumb, the established retail value 
of a self-liquidator should be at 
least twice what the consumer is re- 
quired to pay in cash plus proof of 
purchase. 

Here again, good supplier cooper- 
ation can combine with the advertis- 
er’s ability to buy in large quantities 
to offer the consumer an outstanding 
value. 


> Every now and then, someone de- 
cides to stretch the established retail 
value to make his premium offer 
“look better.” The Premium Adver- 
tising Assn. of America, the indus- 
try’s trade association, actively dis- 
courages this kind of cheating on two 
grounds: it’s highly unethical, and 
it’s also poor business. When the 
consumer realizes, as he almost al- 
ways does, that the retail price has 
been exaggerated, the long-range 
ill-will built up for the advertiser 
and his product far outweighs any 
short-range sales gains. 

In general, self-liquidators are an 
effective “shot-in-the-arm” for lag- 
ging sales. They can be used most 
effectively when the premium can be 
tied-in directly with the product, as 
in the case of Colgate-Palmolive’s 
“Palmolive-green” toy kitten or 
Heinz Baby Foods’ baby tumbler, or 
when the premium itself lends itself 
to dramatic exploitation. 

By and large, self-liquidators have 
one draw-back—a lack of continuity. 











Compensating for this is their ability 
to produce swift results timed when 
these results are most needed. 





> Premium coupon plans, the second 
major category, are strong in the 


places where self-liquidators are 
weak and vice-versa. This is one of 
the oldest forms of premium promo- 
tion, going back to the famous United 
Cigar coupons, whose greatest 
strength lies in continuity of pur- 
chase. Coupons “keep ’em coming 
back for more.” 

Consumer coupon plans usually 
call for a subsidy on the part of the 
advertiser in that few of them re- 
quire any cash expenditure from the 
consumer. The advertiser budgets a 
certain amount for coupon redemp- 
tion, ranging from a fraction of a 
cent to several cents, depending on 
the product. The consumer saves 
coupons from the product and re- 
deems them for merchandise from a 
catalog in which nationally adver- 
tised brands with established values 
are prominently featured. 

A relatively new tendency, and a 
growing one as the price level goes 
up and consumers need more cou- 
pons for worthwhile premiums, is for 
advertisers to combine their coupon 
plans in a single catalog so that cou- 
pons for several products may be 
pooled by the consumer. The Borden 
Co., Colgate-Palmolive, Brown & 
Williamson and several others coop- 
erate in one such plan. My own or- 
ganization, The Premium Service 
Co., runs a similar operation for a 
number of concerns including Larus 
& Bros., Pet Milk, Skinner Mfg. Co., 
Fels & Co. and others, featuring co- 
redemption of coupons. 







> Coupon plans work successfully in 
dealer and store manager promo- 
tions, too, frequently with the same 
catalogs as for consumer plans. A 
number of manufacturers pack cou- 





pons into each case of the product 
to encourage store managers to re- 
order promptly and in large quan- 
tity. A well-conceived promotion of 
this kind sometimes turns up unex- 
pected benefits. Skinner Mfg. Co. a 
few months ago offered its dealers an 
opportunity to collect amounts due 
them for cooperative advertising in 
coupons instead of cash. A surpris- 
ing number chose this opportunity 
to get greater value in premiums. 
Skinner, of course, benefited through 
the additional promotion for its pre- 
mium plan. 

Recently, a number of supermar- 
ket operators have combined the 
principles of the self-liquidating pre- 


BUTTONS 
(pin-on) 


CRICKETS 
(they click 
and chirp) 


(they jiggle) 





mium with the coupon plan with 
spectacular sales results. Independ- 
ent Grocers’ Alliance, for example, 
offers a catalog of nationally adver- 
tised merchandise obtainable through 
submission of cash register tapes 
from IGA stores plus cash. The con- 
sumer gets a substantial bargain, 
IGA gets a major competitive ad- 
vantage. 

(Premiums in supermarket pro- 
motions, of course, are a recent de- 
velopment and growing constantly. 
One estimate based on a market sur- 
vey reveals that almost three-fourths 
of all supermarkets are using pre- 
miums in one form or another. But 
it would take an essay several times 
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insuring extra profits — prestige — 
and customer goodwill from pre- 
mium promotions. As distinctive 
and durable premiums our “eye- 
catching” products serve as a con- 


stant reminder of your product 
and organization. 
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product. We'll submit sketch, prices 
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REMEMBER!.. . for a Sensa- 
tionally Different Advertising 
Specialty and Premium — It’s 
Always — 


(e]REEN [>)UCK 


aCe Cla ee 
ey. CUE ENS 
CHICAGO 14, ILLINOIS 





. for more details circle 679, page 105 


May 1954 ¢ ar « 3l 

















NITED 


| Gift Coupon Co. 


: PREMIUM 
COUPON 
PLANS 


for 
MANUFACTURERS 


PACKERS ¢ 
RETAILERS ‘ 





UNITED 


) Trading Stamp Co. 


3 TRADING 
STAMP 
PLANS 


for 
RETAILERS 


no special department needed 
_. we do it all for you! 


a national organization 


executive offices 


1209 ARCH ST., PHILA. 7, PA. 


Rittenhouse 6-6146 


DISTRICT OFFICES: 
BOSTON, MASS 
1114 BOYALSTON ST. - COMMONWEALTH 6-3522 
OAKLAND 7, CAL 
308 TWELFTH STREET 
DALLAS 1, TEXAS 
2409 COMMERCE ST 


GLENCOURT 1-2174 


RIVERSIDE 3491 


. for more details circle 680, page 105 


32 * ar + May 1954 








the length of this one to cover ade- 
quately this rapidly-changing field.) 

The coupon plan’s versatility is 
balanced for some users by the fact 
that it takes time and planning to 
set up and, once in operation, can 
not be turned off and on at will. Re- 
sults measured by redemptions are 
slow to show up—a problem if a 
company’s top management is im- 
patient. On the other hand, the 
longer a plan is in operation the 
greater its strength (if it is properly 
handled and promoted) and the more 
consumers get the coupon saving 


habit. 





>’Category three, the “package- 
band” premium, involves fastening 
the premium to the product. Some- 
times the premium is self-liquidat- 
ing or partially so, at other times it 
is a free offer. 

The package-band is a strong pro- 
ducer at the point-of-sale, especially 
for competitive grocery and drug 
store products where a visible pre- 
mium offer on the shelf stimulates 
impulse buying. The package-band 
offer gains strength when it is direct- 
ly associated with the product—a 
shaker with Ac’cent, a measuring 
spoon with Maxwell House, etc. 

These, too, are “one-shot” promo- 
tions but especially effective when 
they are done right. In the continu- 
ing battle for favorable display, they 
give a dealer an extra reason for 
devoting extra space to the product. 

Package-bands call for careful 
thought and planning, too. The prob- 
lem of pilferage, by consumers and 
clerks, is a serious one and _ has 
boomeranged against some vromo- 
tions, especially when the product 
package has been damaged through 
theft of the premium. Much ingenu- 
ity has gone into combatting the pil- 
ferage problem because the package- 
band is very useful to so many ad- 
vertisers. It saves the consumer the 
chore of mailing-in his proof of 
purchase and this alone, in the opin- 
ion of some advertisers, is well 
worth the extra effort and expense. 


>One way of getting the premium 
directly into the consumer’s hands 
at the time of purchase is the “fac- 
tory pack,” the fourth major pre- 
mium device. 

The factory pack simply involves 








putting the premium inside the prod- 
uct package, as in Fab’s use of a 
dish cloth. Where this device is 
suitable for use, it solves many of 
the problems of the package-band. 
But it also creates some new ones 
of its own. 

Not all products can use the fac- 
tory pack, of course, just because of 
the physical problems of packaging. 
In addition, the premium must sell 
itself by description alone, since the 
consumer can not inspect it in ad- 
vance. Valuable display space on the 
front of the package is taken up in 
selling the premium, rather than the 
product. 

All these disadvantages are over- 
shadowed by the huge spurt in sales 
of a product featuring a _ well- 
thought-out premium. But unless 
they are reckoned with in advance, 
disaster is likely to follow. 


>These four major types of con- 
sumer promotions account for mosi 
of the activity directed at the con- 
sumer and most of the premium ad- 
vertising in consumer media. There 
are any number of variations and 
combinations of these four types, as 
many as there are creative advertis- 
ing and merchandising men. 

In the appliance field, for example, 
customer store traffic is promoted by 
means of cutright giveaways with no 
purchase required. The consumer 
earns the premium simply by in- 
specting the major appliance. In the 
food field, Post cereals has been us- 
ing silverware as a self-liquidating 
premium but one with built-in con- 
tinuity, since consumers try to build 
a full set. And so on... 

Whatever the type of consumer 
premium promotion, it must have the 
two basic elements—a creative idea 
and exceptional value. 


> Let me stress again that any pre- 
mium promotion, no matter how in- 
herently strong, must be integrated 
with the overall sales, advertising, 
merchandising and distribution pro- 
gram in order to be effective. 

These principles apply, too, to the 
three other major categories of pre- 
miums which do not involve the con- 
sumer and are seldom advertised in 
major media. These are sales incen- 
tives, industrial incentives, and insti- 
tutional premiums. 





>The dollar volume of merchandise 
used in sales incentive programs 
each year is staggering. It has been 
estimated at about $500 million for 
1954. 

Using premiums as sales incen- 
tives involves putting together a pro- 
motional package aimed at the hard- 
est people in the world to sell—your 
own salesmen. The premiums must 
be highly desirable, they must lend 
themselves to the glamorizing treat- 
ment even when, as is often the case, 
they can only be described in a short 
mimeographed bulletin. For this rea- 
son, nationally advertised brands 
predominate in this field. 


But the selection of premiums is 
only one part of the problem. The 
particular kind of promotion to be 
used is a thorny problem and one 
which, I might add, keeps a number 
of highly skilled, specialized organ- 
izations in business year in and year 


out. If a contest is selected, there 


NOTE the 
ample space 
allowed for 
advertising 
your own 
story! 
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should be enough prizes to make the 
goal seem in reach, but not too many 
to make it seem a lark. If it is a 
quota system, the size and kinds of 
quotas and awards within each 
bracket are knotty problems, too. 


> Whether a sales incentive program 
offers premiums to salesmen, to deal- 
ers or to jobbers, there is always one 
additional psychological barrier. In 
the case of the management (usually 
the fiscal department), this barrier is 
expressed as: “Why give them any- 
thing? That’s what they’re paid for, 
isn’t it?” In the case of the salesman, 
it is “Why don’t they raise my salary 
(or commission) instead of giving 
these prizes?” In the case of the 
dealer, it is “What about a higher 
mark-up instead?” 

This psychological barrier arises 
only when the premium promotion 
neglects the fundamentals of a sound 
promotion—that something extra in 
exchange for something extra. 


This is true, too, of industrial in- 
centives for increased productivity, 
safety, reduced absenteeism, sugges- 
tion-box contributions, etc. 


> Institutional premiums, on the 
other hand, are a joy and delight 
not only to promotion men but to 
public relations men as well. They 
involve offers of equipment or cash 
to schools, churches and other insti- 
tutions to encourage both large bulk 
purchases by the institution and cou- 
pon or wrapper savings by members. 
One church in Alabama recently ac- 
quired a new organ through its 
members’ saving Octagon coupons. 
The entire city of Miami participated 
in a campaign which furnished and 
equipped the orthopedic wing of a 
children’s hospital through commu- 
nity collection of Holiday cigarette, 
Fels, Golden Key and other coupons. 

All of this varied activity adds up 
to an economically important indus- 
try and one which is growing daily. 
At least one-third of the chinaware, 
one-sixth of the enamelware and 
one-tenth of the aluminumware an- 
nually manufactured in this country 
are used in the premium trade. Ap- 
pliances, white goods and many other 
consumer industries are premium 
suppliers as well as users, and for 
many such companies premiums are 
becoming a major part of their busi- 
ness. 
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Miniature 
SMOKETTES 


Gets instant, profitable attention for 
advertiser as give-away or direct mail 
piece. Arouses terrific curiosity. 
When lighted, tiny cigarette in clown's 
mouth actually emits life-like puffs of 
smoke. Stand-up cards properly 
punched for inserting Smokettes avail- 
able for many different businesses or. 
we can design special cards for large 
quantity orders. Clown card shown 
here in 2 actual size. 
WRITE FOR SAMPLES AND PRICES 


PREMIUM SPECIALTIES 
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Beautiful Kenway 
Ash Crays 





Fired at high temperature to fuse the quality 
ceramic paint into the glass, making it as perma- 
nent as the glass itself. Cannot be washed or 
scraped off. 

Our 3-way No. 711 is imprinted on the rim, 
on the bottom or on both rim and bottom. This 
ideal long-lived, low-cost advertising item is 


exclusive with us. 


3-0 PLASTIC AND METAL 
CAR SIGNS 
PRODUCT AND SERVICE 
SIGNS 


Silk sereen processed 
on baked enameled steel, 
aluminum, hardboard, 





any of which can be re- 
flectorized. Any number 
of beautiful, brilliant colors. 


Write today for free catalog. 
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1322 Sycamore St. Fremont, Ohio 





. . for more details circle 683, page 105 


440 Advertising Managers 
requested further information 
about products or services 
mentioned editorially in a re- 
cent issue of AR. 


Avid Readership 
Avid Response 


AR GETS 





34 ¢ ar * May 1954 











Premium Film . . . This illustration and 
other spot illustrations in this story were 
taken from the Premium Buyers Assn. 
of America slide film, ‘‘Something Extra.” 
The film is available for showing from the 
PAAA, Suite 1009, 608 Fifth Ave., 
New York 20. 


But the major economic impor- 
tance of the premium field lies in its 
ability to stimulate sales in the criti- 
cal areas where sales are hardest to 
get. 


> More money is being spent on pre- 
mium advertising this year than on 
any major medium. 

More companies are using pre- 
miums for the first time. 

More advertisers are expanding 
their premium programs. 

More retailers are using premiums 
as the keystone of “in-store” pro- 
motions. 

The challenge to advertising and 
merchandising men, as well as to the 
premium industry, is to use this pre- 
mium tool more effectively to pro- 
duce more sales. 44 


Advermat Contest Offers 
MG Convertible as Prize 


Ad and sales execs these days are 
busy dreaming up answers to the 
Advermat quiz and essay contest 
sponsored by Perfo Mat & Rubber 
Co. (New York) to familiarize mar- 
keters with Advermats, a natural 
rubber point of purchase display mat 
with product name, trademark and 
selling phrase die cut and inlaid 
through the mat. 

Top award in the contest, which 
closes June 10, is a 1954 MG Series 
TF convertible. Other awards in- 
clude 15 Remington 60 DeLuxe elec- 
tric shavers with RCA shaver bat- 
tery kits, 12 boxes of Admiration 
Gold Hour cigars, and 21 personal- 
ized Advermats. 

The contest is open to all adver- 
tising, sales, sales promotion, mar- 
keting, merchandising, and purchas- 
ing agents and assistants to such ex- 
ecutives throughout the U. S. and 
Canada. Entry blanks and complete 
contest information are available 
from the company. 


For your copy circle No. 637 on the 
Reader’s Service Card inside back cover. 


Convention Report 


Advertising Specialty 
Groups See Good Year 


Advertising specialty manufactur- 
ers and jobbers have taken a double 
sock at “hard sell” in 1954. The 
double sock was in the form of simul- 
taneous shows held by the Advertis- 
ing Specialty National Assn. and the 
Advertising Specialty Institute in 
Chicago. 

The two groups found three rea- 
sons for optimism: 


1. Heightened competition in indus- 
try is expected to cause a greater de- 
mand than ever for advertising spe- 
cialties to help stimulate sales. 


2. Lively off-year election contests 
will provide a substantial amount of 
campaign business. 


3. Early studies indicate an increase 
of from 5% to 10% in specialties vol- 
ume for the first three months of 1954 
over the same period last year. 
Indications of aggressive optimism 
on the part of manufacturers and job- 
bers were more than apparent at the 
two shows. Combined attendance in- 
cluded some 2,000 manufacturers and 
jobbers from all over the U. S., with 
more than 250 exhibitors. Industry 
officials reported a high volume of 
business throughout the shows. 


> Special interest was directed at a 
variety of unusual items displayed. 
Testifying to the never failing in- 
genuity of advertising specialty pro- 
ducers were such new gimmicks as a 
“headache pencil,” which carries six 
aspirin tablets in its barrel; a “con- 
vention hat,” which can be molded 
into numerous shapes; a combination 
nail file, clipper, bottle opener, key 
chain and screw driver; a “pencil-of- 
the-month” plan, which automatical- 
ly provides a new pencil every 
month; a pocket chess-checker set, 
complete with checkers, chessmen, 
playing board, set of rules and score- 
board—all only 234x534x1/16”", and a 
Baby Sitter’s Memo Book. 

If the number of exhibitors repre- 
sented is any indication, the hottest 
advertising specialty of the year is 
the ballpoint pen. A total of 27 ex- 
hibitors at the two shows pushed this 
item. The big item seems to be the 
retractable pen, which is now avail- 
able from a large number of manu- 
facturers. 

The “newest” ballpoint pen, how- 
ever, was one exhibited by Siebert 
Advertising Co. Inc. (New York), 
which appears to have overcome 
many of the basic difficulties with 
similar pens of this type. Called the 
Ink-N-Trol, the pen has a unique air 
valve feed, rather than the common 





gravity feed. This enables the pen to 
write in any position, even upside- 
down. The Ink-N-Trol comes with 
a dated one-year guarantee to write 
without refilling. Quantity prices 
range from $1.39 to 99¢ each. 

Other ballpoint pen manufacturers, 
such as Flo-Ball Pen Corp. (New 
York), featured special gift packages, 
new colors, new inks and other fea- 
tures. A particularly attractive push- 
button ballpoint pen, called the Uni- 
matic, was displayed by Ferber Pen 
Corp. (Englewood, N. J.). It is a re- 
vision of Ferber’s popular Uniriter 
and sells in quantity at unit prices 
of 75¢ to $1.29. 


>AR reporters covering the two 
shows tried to single out some of the 
more interesting new items. These 
included: 


e Year Publications . .. A series of 
relatively high-cost specialty-premi- 
um items produced by Year Inc. (Los 
Angeles). These include the annual 
“Year” book—a yearly pictorial his- 
tory; a soon-to-be-published vol- 
ume, “A Pictorial History of Amer- 
ica,’ with over 2,000 pictures; 
“Flight,” the pictorial history of avia- 
tion; “Bible & Christianity,” and 
“Fifty Turbulent Years,” including 
pictures of 1900-1950. List prices 
range from $8 to $50. 


e Flamingo Electronic Lighter .. . 
Another relatively high-cost item is 
this lighter exhibited by Ad Spec 
Corp. (New York). This unusual 
desk lighter, ranging in cost from 
$11.98 to $12.95, has an electronic 
match that automatically lights when 
pulled from the base. 


@ Gold Signature Books ...The Min- 
ute Man Line Inc. (Boston) exhibited 
a new variation on its popular Gold 
Signature Books—memo and score 
pads with covers designed for per- 
sonalizing with the signature of the 
recipient in gold. The new line fea- 
tures custom-designed covers for the 
individual advertiser, with prices 
running as low as 10¢ each. 

e Chess & Checker Poc-Kit . . . This 
unique combination game kit, only 
234x534x1/16” in size, is produced by 
Stylecraft Mfg. Co. (Brooklyn). It is 
composed of a quality cardboard 
folder which incorporates the playing 
board, scoreboard and imprint; two 
cards with punch-out checkers and 
chessmen, and a folder giving simpli- 
fied instructions for six different 
games which can be played with the 
set. Quantity prices range from 914¢ 
to 15¢ each. 


e Rayon Acetate Pennants .. . The 
American Binder Co. Inc. (Brook- 
lyn) exhibited a line of colorful rayon 
acetate pennants for convention give- 
aways. They can be printed in as 
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NAME YOUR COLORS! 
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@ The pen a proud owner will never be without! 
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INVISIBLE INK 


POST CARDS are NEW 


Just DIP IN WATER and “Presto” 
your COMMERCIAL Message and 
Greeting Appears Instantly. 
When Card is Dry—The Message 
Disappears. When Dipped in Water 

Again the Message Re-Appears. 
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Smart Gasoline Producers ~ 


Use Balloons to... 


® Bring people with kids into 
their service stations. 
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many as five colors and are 16” in 
length. Prices range from 12%4¢ each 
for two-color printing to 20¢ each for 
five-color printing in 1,000 quanti- 
ties. Prices include artwork. 


e The “Tycoon” ... This unique desk 
item is a combination perpetual cal- 
endar and pen and pencil holder. It 
is a plastic stand with the calendar 
and imprint on one side and can carry 
the name of the recipient on the other 
side. The top has a series of tapered 
holes which accommodate ordinary 
wooden pencils, mechanical pocket 
pencils, an eraser, and/or a ballpoint 
desk pen. The “Tycoon” is produced 
by Chatham Mfg. Co. (New York) 
and sells for $1.13 to $2.42 in quan- 
tities. 


e Smoke-Master ...A leatherette- 
covered smoke set with a removable 
glass ashtray and a drawer that holds 
20 regular or king-size cigarets. The 
4x4x1%” unit, displayed by London 
Leather Novelties (New York), sells 
for $7.20 per dozen. 


e Bantamlite Pocket Flashlite . 
This handy pocket item is now avail- 
able with a gold strip for personaliz- 
ing with the recipient’s signature. 
The pocket light, which looks like a 
slender cigaret lighter, is manufac- 
tured by Bantam-Lite Inc. (New 
York) and comes in a variety of col- 
ors. Quantity prices range from 75¢ 
to $1.30. 


e Pocket Stapler Kit ... Speed Prod- 
ucts Co. Inc. (Long Island City, 
N. Y.) exhibited a handy pocket kit 
which includes a vinyl carrying case 
with a miniature stapler and 1,000 
staples. Both the stapler and the case 
can be imprinted. Quantity prices 
range from $1.12 to $1.50. 


e Conventionor Hat... One of the 
show-stealing items was a brown or 
blue denim, wide-brimmed hat that 
can be readily styled by the wearer 
to any desired shape from homburg 
to sombrero. That hat is particularly 
well adapted for convention give- 
aways. Exhibited by Stan Speer 
(Prospect, O.), the hats sell for $21.60 
to $24 per dozen. 


e Scribbler Desk Pad... This 17x22” 
desk pad with gold-tooled edges con- 
tains 75 memo sheets, perforated into 
almost 500 7x10” memo sheets. Prices 
range from $3.24 to $4.75 with im- 
prints; refills, 79¢. The item was ex- 
hibited by Advertising Craftsmen Co. 
(Brooklyn). 


e Pocket Stapler .. . Duo-Fast Spe- 
cialty Co. (Chicago) exhibited a 
pocket stapler which resembles a 
fountain pen. Each stapler, packaged 
in a gift box with 1,000 staples, sells 


in quantity for $1.36 to $2.36, includ- 
ing imprinting. 

e Butane Lighters ... Sherwood 
Lighter Co. Inc. (Garfield, N. J.) ex- 
hibited a group of windproof lighters 
with throwaway fuel tanks using bu- 


tane gas. List prices range from $7.95 
to $10.95. 


e Headache Pencil... Souvenir Lead 
Pencil Co. (Cedar Rapids, Ia.) ex- 
hibited one of the most talked-about 
items—a novelty pencil containing six 
aspirin tablets in a plastic tube which 
is the top half of the pencil. The era- 
ser acts as a cap for the aspirin tube. 


e Sno-Ice Chaser ...A long-handled 
brush with a scraper on the end for 
removing ice from windshields was 
exhibited by Sparky Specialties Inc. 
(Chicago). The handy auto tool sells 
in quantities for 58¢ to 88¢. Sparky 
also exhibited two other items which 
drew considerable interest—the 
“Memo-Roo” and the “Mail Dog.” 
The Memo-Roo is a wrought iron 
kangaroo which holds a pencil in its 
arms and loose-leaf memo sheets in 
its pouch. Prices, complete with pen- 
cil, 400 memo sheets and imprinting, 
range from $1.15 to $1.65. The “Mail 
Dog” is somewhat similar—a wrought 
iron “dog” with a clip for a head. The 
clip can be used to hold mail, memos, 
phone messages, etc. A special “dog- 
tag” around the neck carries the ad- 
vertiser’s imprint. Prices range from 
95¢ to $1.40. 44 


Additional Details 


Additional information on many of the 
items described in the accompanying 
article is available from the manufac- 
turers. To get this information, use the 
Reader's Service Card inside the back 
cover of this issue. The number preced- 
ing each item listed below refers to the 
number which is to be circled on the 
Reader's Service Card to obtain the 
desired information. 

601... Year Publications. 

602... Flamingo Electronic Lighter. 
603 ... Gold Signature Books. 
604...Chess and Checker Poc-Kit. 
605... Rayon Acetate Pennants. 
606... The “Tycoon” Desk Stand. 
607 ... Smoke-Master Smoking Set. 
608 ... Bantamlite Pocket Flashlite. 
609 ...Swingline Pocket Stapler Kit. 
610... Conventionor Hat. 
611...Scribbler Desk Pad. 

612... Duo-Fast Pocket Stapler. 
613... Sherwood Butane Lighters. 
614... Headache Pencil. 
615...Sparky Sno-Ice Chaser, ‘““Memo- 
Roo” and “Mail Dog.” 
Ink-N-Trol Ballpoint Pen. 





616... 





617... Flo-Ball Ballpoint Pen Gift 
Package. 
. Ferber Unimatic Ballpoint Pen. 


618.. 








Grain of paper can be an important 
factor in the planning and production 
of almost every piece of printing. In- 
formed buyers of printing know that 
for certain types of work—calendars, 
easels, magazine inserts, car cards, 
letterheads, index pages, heavy 
weight example — the 
grain of paper may make or break 
the job. 

For those who may not be familiar 
with the papermaking process and 
how the grain is formed and how it 
may be determined, an elementary 
explanation may be in order. 

Paper is made of tiny cellulose 
fibers. Magnified many hundreds of 
times, these fibers would seem to re- 
semble soda straws. At the start of 
the paper-making process there is 
roughly 1° fiber and 99°) water as 
the solution starts through the pa- 
permaking machine. 

As the solution flows down the ma- 
chine, the fibers align themselves 
lengthwise (the same as soda straws 
would do, if they floated down a fast- 
moving stream of water). As more 
and more water is drained out of the 
solution, this position of the fibers 
becomes set into the sheet. 

The long dimension of these fibers 
is called the grain direction of the 
sheet, or more simply, the grain. 


covers, for 


>Paper will fold much easier and 


One of the most common problems in buying 


printing paper is selection of proper grain 
direction. This article explains what's involved. 


will tear much easier “with” the 
grain than “against” the grain. 

The “fold” and “tear” tests are the 
easiest and simplest methods of de- 
termining grain. You can make them 
yourself with any sheet of paper. 
Fold the sheet in both directions. The 
direction that folds easier and with 
the least resistance is the grain di- 
rection of the sheet. The folded edge 
will lie smoother and will have less 
tendency to bulge when it is “with” 
the grain than when “against” the 
grain. The reason, as explained by 
the soda straw example, is that the 
fibers will fold easier alongside each 
other than they will from end to end. 

In the “tear” test, the sheet will 
tear easier and with less “feathering” 
when it is torn down the grain direc- 
tion than when it is torn across the 
paper fibers. 


> Where can the “grain” be used to 
your advantage? Well, for example, 
on postcards or postage return cards, 
the grain should run the long direc- 
tion of the card. Here, the postcard 
with long grain will hold up better, 
seem to bulk thicker, and will go 
through a typewriter easier than a 
card with short grain. Try this your- 
self on a 342x5'%” card made of post- 
card stock, cover paper or 
bristol. 

Cut one card with the grain the 


index 


3142” way and another with the grain 
the 542” way. Note how the card 
with the grain the 5142” way seems 
to have more rigidity and firmness 
than the card with the grain “short.” 

For letterheads used in your office, 
the grain, if possible, should run the 
812” way rather than the 11” direc- 
tion. With grain short, the paper will 
curve around the typewriter platen 
more easily, will fold better and will 
make erasures less apparent than if 
the grain is long. 


About This Article 


In the March AR, we mentioned 
that our columns are always open to 
anyone who has helpful material 
dealing with any phase of advertis 
ing production. The first direct re- 
sponse to this item was the material 
contained in the accompanying ar 
ticle. It was prepared by the sales 
promotion department of General 
Pittsburgh 

This is one in a series of articles 
prepared by the Pittsburgh paper 
distributor and AR hopes to be able 


to present other similar articles in 


Paper Corp. 


the near future. The entire series 
eventually will be collected into a 
booklet, ‘‘A Primer on Paper for the 
Printing Buyer.” 
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TOUCH... 


with Letterhead Trends 


Easy to do. Have your name 
put on Rising’s list to receive 
their seasonal portfolio of out- 
standing letterheads collected 
from all over the country .. . 
naturally on Rising paper. 
Keep in touch with who’s doing 
what in unusual letterheads. 
Build an idea file for that 
“let’s-get-up-a-new-letterhead” 
day. 


Rea) 0's Paper ok os est 
as 


Graphie Arts Promotion 

Rising Paper Company 

Housatonic, Mass. 
Please send copy of 
portfolio—*New Letter- 
heads of the Season” 


Name 
Firm Name 


Type of Business 
Address 


City and State 


. for more details circle 689, page 105 
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>In magazines or catalog inserts, if 
possible, the grain should run the 
short direction of the insert. This will 
make your insert stronger and more 
rigid in the magazine or catalog. It 
will tend to stop the reader who is 
casually thumbing through the mag- 
azine much more than an insert 
where the grain runs the long way 
of the sheet. The magazine insert 
with short grain will seem to have 
more bulk and will seem to be of 
heavier stock than an identical sheet 
with long grain. Make a test on this 
and feel the difference grain can 
make on your insert. 

Cover papers, especially in the 
heavier weights should be folded 
with the grain. Covers folded with 
the grain will lie flatter and have less 
tendency to crack on the fold. If the 
fold is against the grain, it is often 
necessary to score a heavy cover 
paper before folding. By folding with 
the grain it is possible to eliminate 
the extra impression often required 
for scoring. 

When index pages in a catalog 
have been die-cut to form index tabs, 
the grain should run across the tab 
rather than down the tab. This gives 
extra strength and rigidity and helps 
prevent the cracking that soon shows 
up on many index pages where the 
grain is down the tab. 

In magazines or books, the grain 
should run parallel to the binding 
edge. Pages will then turn easier and 
lie flatter. 


>In his very fine book on paper, 
“Solving Everyday Paper Problems,” 
Charles V. Morris has this to say 
about the grain of paper: “Grain is 
all-important in practically every 
printed job. Grain of file cards, for 
example, should run vertically. 
Cards, then, stand more erect. Grain 
direction of any paper or card han- 
dled in typewriters or other business 
machines should run the direction of 
the platen. Grain of the standard 
11x21” and 11x28” car cards should 
run the long direction so the card 
will follow the arc of the car. To pro- 
vide the greatest possible stiffness 
for counter cards and other display 
units, the grain should be vertical.” 

Mr. Morris adds, “It is desirable, 
whenever possible, to print with the 
grain direction serving its best func- 
tion.” 

This brings to mind the grain of 
papers used in office duplicating ma- 
chines, such as the Multilith or mim- 
eograph. On 812x11” bond or mimeo 
used on these office duplicating ma- 
chines, most operators prefer that 
the grain run the 11” way. This might 
seem like a contradiction to the sug- 
gestion made in the discussion of let- 
terheads, where we pointed out that 
grain the 844” way will fold better 
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LEADING MERCHANTS SELL 


VELVA-GLO* 


NORTH CAROLINA 


New York City 


WASHINGTON, D.C. R. P. Andrews Paper Company 


RADIANT COLOR CO. 


Dept. 5R 830 Isabella St. © Oakland 7, Calif. 
Manufacturers of VELVA-GLO Fluorescent 
Papers * Cardboards * Signcloth * Brushing 
and Spraying Colors * Silk Screen Colors 


Coast Paper Company 

J. G. Fraser, Ltd. 

George C. Henderson Company 
Clark Bros. & Co., Ltd. 

Kruger Paper Company, Ltd. 
Kruger Paper Company, Ltd. 


Bader's Display House 
Zellerbach Paper Company 
Carpenter Paper Company 
Dixon & Company 
Zellerbach Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


Henry Lindenmeyr & Sons 
Storrs & Bement Company 


W. B. Killhour & Sons 
Joseph E. Podgor Company 
Cappy & Company 
Zellerbach Paper Company 
Carpenter Paper Company 


Whitaker Paper Company 
Jay Products Company 
Cincinnati Cordage & Paper Co. 
Bert L. Daily, Inc. 

Alling and Cory Company 

John Leslie Paper Company 





Charlotte Paper Company 
Raleigh Paper Company 


Eagle Supply Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 


J. B. Card and Paper Company 
Charles Jessup Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


Bermingham & Prosser Company 
Carpenter Paper Company 
Bermingham & Prosser Company 
Tobey Fine Papers, Inc. 
Carpenter Paper Company 

John Leslie Paper Company 


Butler Paper Company 

LaSalle Sign & Artist Supply Co 
Lewis Artist Supply 

Flint Paint & Varnish Company 
Quimby-Walstrom Paper Co. 


Henry Lindenmeyr & Sons 
Storrs & Bement Company 
Paper House of New England 
Storrs & Bement Company 


Carpenter Paper Company 


Century Paper Company 
C. P. Lesh Paper Company 


Chicago Paper Company 
Swigart Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


Macon Paper Company 
Atlantic Paper Company 


Jacksonville Paper Company 
Everglade Paper Company 
Central Paper Company 
Capital Paper Company 
Tampa Paper Company 







Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


Partin Paper Company 


* Trademark reg. 














than grain the 11” way. However, 
the best function of the grain is the 
point to keep in mind. Most office 
duplicating machines have very sim- 
ple feeding and delivery mechan- 
isms. With the grain the 11” way, the 
paper will feed and deliver better 
than if the grain is the short dimen- 
sion. The reason for this is that if 
the grain is the 11” way, the edge of 
the paper that is fed into the machine 
will have less tendency to curl and 
thus will cause fewer headaches for 
the machine poerator. This feeding 
and delivery function of the paper is 
more important than the possible 
folding function and therefore, grain 
is long on papers for business ma- 
chine use. 44 


Guild Sales Organization 
Prepares for Christmas 


“Inspirations for Industry,’’ a 
greeting card line designed for busi- 
ness use and a product of Guild Sales 
Organization (Chicago) has prepared 
Christmas greeting card albums and 
informational material which is be- 
ing offered to interested dealers. 

Two sizes of greeting cards are 
available, 6x4%4” “petite” cards, 
printed in sepia with red and green 
text on the inside fold, and 1012x814” 
large “deluxe” cards printed in as 
many as seven colors with text on 
the inside fold in two colors. The de- 
luxe size is available only in runs 
of 1,000 or more. 

The dealer albums are for showing 
the petite line. Each album contains 
12 different cards and is spiral wire 
bound between two heavy sheets of 
Strathmore Rhododendron cover 
stock overlayed with plastic and 
printed in red and green. 

In addition to the cards, each al- 
bum contains a sample envelope, a 
price list on the inside front cover 
and, where quantities are ordered, 
the dealer’s imprint. Paintings and 
text are numbered on the back of 
each card, and the inside back cover 
contains a biographical brief of Al- 
bert William Perry, designer and 
artist as well as general sales man- 
ager of the company. 

Dealers who carry the “Inspira- 
tions for Industry” line will be pro- 
vided with one of the large deluxe 
cards in addition to the sepia album 
for showing prospective customers. 
Texts on the deluxe cards are inter- 
changeable and are printed in two 
colors. Dealers who order albums in 
quantity may have their names im- 
printed on the inside covers. Quan- 
tity price for the albums is 60¢ each. 

Additional information and details 
including rates for special designs 
and text are available from the com- 
pany. 


For your copy circle No. 619 on the 
Reader's Service Card inside back cover. 
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Kit Describes Variety 
Of Background Papers 


Brochures describing a variety of 
corrugated papers for window and 
store displays have been collected 
into a handy file folder by Bemiss- 
Jason Corp. (Redwood, Cal.). Shown 
in the brochures are examples of 
display papers used for backgrounds, 
backdrops, edgings, borders, shadow 
boxes, Christmas decorations and 
trellises. 

One of the more useful and un- 
usual papers is a new fire-resistant 
material called Flame-Pruf. A bro- 
chure describes how the paper will 
char when exposed to fire but will not 
burst into flame. Attached to the 
brochure are samples showing the 
available colors of Flame-Pruf and 
other Bemiss-Jason “Display-Tex” 
papers. 

The brochures illustrate a variety 
of uses for the papers such as wrap- 
ping pedestals and as display ban- 
ners. A full-color brochure shows 
a number of Christmas and holiday 
designs. 


For your copy circle No. 620 on the 
Reader’s Service Card inside back cover 


Promotion Items Display 
Opens at New York Center 


Point of purchase displays, new 
promotional ideas and materials that 
have proven successful in practice 
will have a New York “showcase.” 
Such items will be on display at the 
new Advertising Display Center lo- 
cated at 58 Park Ave. 

Leonard Edwin Sturtz, president 
and technical director of the new 
organization, says it will appraise 
periodically and replace the display 
material to keep abreast of the mar- 
ket and to draw repeat visits from 
advertiser-agency personnel. 

Packaging, new premiums and 





“Flugel Paper Co.? Who loused up my 
order for 50 tissue layout pads?” 


convention displays are covered as a 
supplementary section of the main 
exhibit. Another floor, broken down 
into rooms, is used by the suppliers 
who pay for space on an annual or 
semi-annual basis. 

Being compiled is a research li- 
brary which will contain the litera- 
ture of suppliers, plus books and 
publications covering the field. This 
material will be available for refer- 
ence use by advertisers, agencies 
and publications. 


>The center will aid interested vis- 
itors by discussing the costs, uses, 
qualities of materials used in the dis- 
plays, plus production techniques. 
Clinics also will be held. 

“Here under one roof and in less 
than an hour’s time,” Mr. Sturtz said 
at the opening, “we have a store- 
house of information and an invalu- 
able supplement to the efforts of 
advertiser - agency personnel. The 
center will exhibit all the existing 
possibilities and will show the differ- 
ent methods of production and utili- 
zation of materials.” 

The sixth floor houses the basic 
exhibits, and the fourth floor is used 
by suppliers. The center has taken 
an option on the building and addi- 
tional paid space will be leased out 
as the demands increase and the 
floors become available. 

Mr. Sturtz’ staff consists of M. 
Jeffrey Rhodes, vice-president and 
research director; Gilbert H. Salke, 
secretary-treasurer and managing 
director, and Rebecca R. Wilson, 
public relations director. 44 


Labels Save Thousands 
For Phone Companies 


Clever use of a self-adhesive label 
has saved telephone companies thou- 
sands of dollars in service calls. 

The savings came about when a 
number of Bell System companies 
started setting up the new “two-five” 
dialing system, where subscribers 
may dial directly for long distance 
calls. One hitch with the new system 
is the fact that new numbers must be 
assigned to all subscribers in these 
areas. 

Assigning new numbers normally 
means a service call to every sub- 
scriber to replace his old card with a 
new one, a service which costs the 
companies about $2 a call. 

With the self-adhesive labels, the 
phone company simply mails the new 
number on an Avery Kum-Kleen 
Label to the subscriber, who removes 
the backing tape and applies the label 
right over the old card. The label 
carries the name and number of the 
local exchange and space is left for 
the subscriber to write in his new 
number. 44 
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We've added something NEW 


at SORG! 





its the NEW, improved BLUE-WHITE 


White Sorex 


For years one of America’s finest and favorite papers, now finer than ever before... 
with brilliant new blue-white color—SORG’S WHITE SOREX is destined to be the 
paper of the year. 


Here is a tag stock that combines a remarkable degree of brilliant whiteness with a 
rugged sturdiness that makes it the ideal paper for any printed piece that must be 
both attractive and durable. This fine. clear, blue-white cylinder-make paper lends 
itself to either letterpress or offset printing because of its uniform printing surface. 


FREE SWATCH FOLDERS of the new Sorg’s Blue-W hite 
SOREX, showing complete schedule of sizes and weights, and 
other specification data, are available through Sorg Paper Dis- 
tributors in all the major cities or by writing direct to Dept. 
4R-5, The Sorg Paper Company, Middletown, Ohio. 





WHITE SOREX is especially designed for printing jobs that 
must be dressed up, yet be sturdy enough to withstand rough 
usage. It is perfect for Wall Charts ... Instruction Manual and Catalog 
Covers . . . Schedule Cards .. . Membership Cards... Menus... Signs 
. Folding Cartons ... Document Wallets ... and scores of other uses. 






Sarr - Tested BY nM 
Tar THE SORG PAPER COMPANY 
Manufacturers and Converters of Stock Line and Specialty Papers 
MIDDLETOWN, OHIO 


STOCK LINES 
WHITE SOREX @ CREAM SOREX @ = SORG'S PLATE FINISH @ SORG'S LEATHER EMBOSSED 
EQUATOR INDEX BRISTOL @ GRANITE MIMEOGRAPH @ MIDDLETOWN POST CARD 
VALLEY CREAM POST CARD @ No. 1 JUTE DOCUMENT 
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PRINTING & BINDING 


INTRODUCING A NEW AND 
COMPLETE LINE OF 


STRAT MOR 
TIN PAI IRS 


It is logical for Strathmore to add Thin Papers in rounding out 
its Handbook lines and the service which we aim to give to the 
printer and the user of fine papers. Furthermore these lines are 
simply variations of major grades we have had for many years 
—Strathmore Parchment (100° Rag) and Strathmore Bond 
(25°, Rag)—lines known and respected everywhere for high 
quality and values. 


STRATHMORE PARCHMENT ONION SKIN 


100% RAG CONTENT 


STRATHMORE BOND ONION SKIN 


25% RAG CONTENT 


STRATHMORE BOND AIR MAIL 


25% RAG CONTENT 


STRATHMORE BOND TRANSMASTER 

25% RAG CONTENT 
Careful research in the Thin Paper field—and the resources 
and papermaking skill of Strathmore—are incorporated in 
these new Thin Papers. You can buy these papers with assur- 
ance that they will give you complete satisfaction and the 
highest values in the market. Thin Papers are available now 
through Strathmore Distributors. Try them. We believe you 
will like them. 


Now a part of the Strathmore Handbook Lines 
and for sale 


by Your Strathmore Distributor 


STRATHMORE PAPER COMPANY* WEST SPRINGFIELD, MASS aCHUSETTS 
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Radiant Now Using 


Fluorescent Checks 


Checks that are “hot” is the un- 
usual new idea of Radiant Color Co. 
(Oakland, Cal.), which is using busi- 
ness checks printed on fluorescent 
papers. 

Radiant, which manufactures 
Velva-Glo fluorescent papers, says 
that it likes the new checks for two 
reasons: They are so bright that you 
can’t miss them in the mail, and they 
cannot be successfully altered. Ordi- 
nary erasures on the fluorescent pa- 
pers are easily spotted and by using 
ultra-violet light, even expert tam- 
pering shows up. The checks also 
display Radiant’s product. 

The company is using the checks 
printed on eight different colors— 
blue, cerise, chartreuse, red, orange, 
yellow, orange-red and green. 44 


New Lightweight Paper 
Developed for Bibles 


A thin, lightweight paper, white 
and opaque, and with a reportedly 
high tensile strength, has been de- 
veloped for the printing of World 
Publishing Co.’s Bibles. 

The new paper, “World Indo- 
Text,” resembles the traditional In- 
dia Bible paper, which is more ex- 
pensive. The new World Bible 
printed on Indo-Text contains 1,360 
pages, but is only 13/16” thick and 
weighs a little more than a pound. 

World experimented with many 
types of papers before adopting 
Indo-Text. The company needed a 
paper that would be thin and light 
to cut down on the bulk of the 
Bibles and one that was also opaque. 
Most thin papers are inclined to be 
transparent. Therefore type shows 
through, making the book hard to 
read. 

Important in books that have ma- 
terials printed in small type is the 
whiteness of the paper. The white- 
ness of Indo-Text provides greater 
contrast between the paper and the 
type, which also adds to the read- 
ability of the books. In addition, be- 
cause of the long and hard wear most 
Bibles receive, the paper used must 
be tough. 

It was only after several years of 
trial that World was able to find a 
paper that combined all these quali- 
ties and was also economical. The 
new Bibles will sell for a lower price 
—$3.50—than most quality Bibles, due 
to the use of the new paper. 

Admen faced with the problem of 
printing catalog materials or other 
bulky, fine-print pieces, may find a 
solution by using this new paper. 

44 
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By J. |. Biegeleisen 


Chairman, Silk Screen Dept 
New York School of Industrial Art 


With screen process printing be- 
coming an increasingly important 
factor in advertising production, it 
is to the distinct advantage of admen 
to know some of the factors which 
control preparation of artwork for 
this process. 


There are certain questions which 
continually occur when I discuss 
screen process with admen. The 
answers may easily provide a good 
guide to making the best use of the 
process. 


1. You say that the artwork for 
screen process need not be finished 
and that a rough comp will be ac- 
ceptable. Does the art have to be the 
same size? 


e The stencils must be cut from ac- 


for ilk 


- reparing 


» 


Brains 


PRINTING & BINDING 


rtwork 


ereeh 


An expert answers 16 of the most 
frequent questions about preparing 
artwork for screen process printing. 


tual size art. If the comp varies in 
size, either too large or too small, 
the stencil man can work from a 
photostat adjusted to the required 
size. 


2. What determining factors influ- 
ence the decision whether a piece of 
art is reproduced by hand cut sten- 
cils or by photographic stencils? 

e Well, first the type of artwork 
that is available. If you have nice 
clean repro proofs of lettering, the 
stencil artist would be inclined to 
resort to photo stencils mainly be- 
cause that is the easiest and fastest 
method of stencil making, especially 
where a lot of copy is involved. If 
on the other hand, all he is given is 
a pencil layout, it will be easier for 
him to cut the stencils direct from 
the rough copy than to take the time 
and trouble to prepare the type of 
sharp black and white copy required 
for photographic reproduction. 








3. Is pictorial art prepared in full 
color or in black and white color 
separations? 


e Generally, pictorial work is pre- 
pared in full color so that the client 
can get a preview of the finished job. 
Stencils are cut directly from the 
full-color copy, each individual col- 
or being visually selected and iso- 
lated for the respective stencils. 


4. Does each color call for a sepa- 
rate stencil? 


@ Yes and no. If opaque paints will 
be used, each color on the artwork 
will require a separate stencil. Thus 
a four-color original will be repro- 
duced with four different stencils 
in as many printing operations. If, 
on the other hand, transparent 
paints are planned for the reproduc- 
tion, some colors may be trapped by 
overprinting. Thus, transparent yel- 
low printed over blue will yield 
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“ABC 
- of 
SILK SCREENING 


No Special Art 
Work Needed! 


Only one of the many new slants offered to 
potential users by Silk Screen printers is 
increased use of art work ... Art work 
you've already paid for brings you a sav- 
ings bonus with each new use! 


For example, many advertisers tie-in their 
direct mailing pieces and catalog sheets 
with special point-of-purchase displays. 


Screen Process printers offer the ideal way 
to do this at the lowest possible cost to the 
advertiser. They simply resize art or photo- 
graphs from available literature in their 
own plant, and adapt the result to produc- 
ing Window banners, Counter cards, and 
Posters in a wide range of eye-compelling 
colors. 


In fact, if your hazy notion of a Silk Screen 
Printer’s shop includes a decrepit craftsman 
taking laborious hours to turn out one hand 
cut stencil... your out of date thinking is 
costing you money! 


Screen Process printing is ever increasing 
the number of mechanized procedures it 
offers its customers to save time and money. 
Many plants can turn out the same job; 
ten or twelve colors, including stencil 
preparation .. . in just eight hours, which 
would have taken three or four days... . 
ten years ago. 


The Screen Process Industry has a lot to 
offer you in competitive bidding on all 
types of display pieces for advertising and 
promotional use. 


NAZ-DAR has a world-wide reputation for 
producing the finest quality Screen Process 
inks. Request them in your next paper, 
cardboard, metal or plastic display. 

; We will be glad to send you, and 
4 Ndr your local Screen Printer a copy 
\ale of Naz-Dar’s big, fully illustrated 
Ty catalog. It will help you in order- 


ing and producing quality Screen 
Process Printing. 


“Business Building” 
Ink by NAZ-DAR 


| Address 
City 


| My local Screen Printer’s name 
| 
| 


| Address 


The NAZ-DAR Company 


61 N. Milwaukee Avenue 
Chicago 10, Illinois 
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green. Red surprinted on black will 
result in a shade of brown, etc. Many 
of the very colorful movie posters 
displayed in theater lobbies are 
screen processed in four or five 
colors with the planning of the se- 
quence of printing. 


5. Can blended tones delicately 
fading into other tones be repro- 
duced by screen process? 


e Yes, but the cost of getting such 
results is generally high. This is 
mainly because several tones of the 
same color have to be squeezed to- 
gether to continually blend in the 
screen. 


6. Doesn’t that constant blending 
result in variations from print to 
print? 


e It surely does. In order to get some 
control in uniformity, the paints 
must be carefully replenished in the 
same order—and that is an expen- 
sive and slow procedure. 

It is best therefore to plan the art- 
work so as not to involve any blend- 
ing of tones. Keep each color distinct 
and within definite boundaries. 


7. In view of the difficulty in blend- 
ing colors, is it best to avoid realism 
in pictorial work? 

e Yes, that is a good policy to fol- 
low. The screen process in its precise 
poster treatment requirements of- 
fers a unique art medium that has 
an excellent tradition in the best 
poster designs of Germany and Ja- 
pan, and in the flat color paper cut- 
out effects of the famous French 
poster designers such as Steinlein 
and Toulouse Lautrec. 


8. What is the life of a screen sten- 
cil? 

e That varies with the type of sten- 
cils used. It is possible to employ 
paper as a screen material. Paper 
made silk screen stencils are used 
extensively for 24-sheet poster work. 
Paper stencils will last about 500 
prints and the stencil cannot be 
saved for a rerun. Photo stencils will 
survive a run of 10,000 and may be 
stored away for reuse. Hand-cut 
film stencils will easily last 50,000 
impressions, may be stored away for 
reuse and, if properly cared for, will 
last for many thousands of addition- 
al impressions. 


9. Can you show color proofs be- 
fore the actual run? 
e Yes, but naturally this will in- 
volve one or more makeready 
charges for register, wash-ups, pos- 
sible revisions, etc. 


10. How truly can colors be matched 
to the original artwork? 


e About as accurate as the human 


Well over 70% of our 
customers have been 
coming back year aft- 
er year.— 

Try our services 


CHICAGO OFFSET! 
PRINTING COMPANY : 


| 610 W. VAN BUREN ST., CHICAGO 7, ILL. | 
|; TELEPHONE STATE 2-3696) 
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DAY-GLO 
Daylight 
Fluorescent 


Colors @ 


The Brightest 
Colors in 
the World 


SWITZER BROS., INC. 
FIRST NAME IN FLUORESCENTs COLORS 
4732 St. Clair Ave. * Cleveland 3,Ohio 
IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenue, Montreal 28, Quebec : 
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eye can detect. Since most screen 
printing is done with opaque paints, 
the experienced color matcher can 
match his paints with the assurance 
that there will be a minimum of 
change when the colors are supplied 
through the stencil. 


11. What progress has been made 
in photographic silk screen work? 

e Considerable progress, especially 
in single color halftone reproduc- 
tion. The photo stencil techniques 
are by now so perfected that even 
the finest line detail can be faith- 
fully reproduced. 


12. How about multicolor work? 


e That is still in the experimental 
stage. Some notable work is achieved 
by a select number of shops, but 
in the main, four-color halftone 
screen work is not generally per- 
fected to vie with lithography or let- 
terpress. 


13. What about automatic printing 
presses? We mean, will automatic 
presses replace hand-operated 
screen units? 

e Chances are that there always 
will be a need for hand-oper- 
ated printing units to accommodate 
the great variety of sizes and print- 
ing areas. For limited sizes, up to 
36x48”, automatic screen printing 
presses are available that will run 
at the rate of 600-1,200 impressions 
an hour. Smaller presses run at 
speeds that go up to 2,500 impres- 
sions per hour. 


14. It seems to us that there must 
be as wide a choice in the selection 
of paints as there are surfaces and 
materials that can be screened. Are 
there paints made specifically for 
certain requirements? 

e Yes, today the screen process man 
orders the paints ready made to 
meet the requirements of the job. 
Thus, there are special flexible high 
gloss lacquers for decals, ready 
mixed adhesives for flock and tin- 
sel work, gold and silver paints that 
are printed in paste form and dry 
with a hard tarnish-proof metallic 
surface. Colors can be made opaque 
or transparent, dull or shiny, hard or 
flexible. There are special synthetics 
for vinyl and other plastics, paint 
for glass and ceramic ware, paints 
specifically formulated for wood or 
metal, etc. 

There is a special line of colors 
that emits a magic luminosity when 
exposed to black light, and then, of 
course, there are the Day-Glo col- 
ors that have more than four times 
the luminosity of ordinary colors. 


15. How practical is it to combine 
screen process with another print- 
ing process? 


e If you mean if one job can be run 
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Want to see 
the Unusual 
in Sales 
Ammunition? 


SLOVES 


portfolios 
sales kits 
easel binders 
merchandise- 
presentations 


Algonquin 5-2552 
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through the lithography press and 
then sent through the screen proc- 
ess, that is very feasible. Here are 
a few examples: A lithographed dis- 
play bearing a stock pattern or illus- 
tration is handled by silk screen 
people for imprinting short run 
copy, dealers’ names, etc. Or, a dis- 
play may be lithographed and sent 
through the screen process for the 
application of Day-Glo paints. An- 
other example: Silk screen may be 
used to apply tinsel adhesive for a 
snow or ice effect on a winter scene 
display. Still another instance of the 
screen process used in conjunction 
with other printing methods is the 
application of transparent or opaque 
color areas over a lithographed sub- 
ject design, or blocking out copy by 
obliterating it with opaque paint, 
providing a printing area for a 
change in lettering or design. Even 
completely printed, die cut and eas- 
eled displays can be screen printed 
for changes in copy or design. 

Silk screen is often used for short 
runs, test runs of larger editions to 
be eventually reproduced by lithog- 
raphy or some other process. 

16. How does screen 
pare in cost with 
methods? 


work com- 
other printing 


e That’s a hard question to answer, 
because so many factors play a part 
in the total costs. The answer to this 
question must be arrived at through 
implication, with special considera- 
tion to the following. First, there is 
a decided saving in the cost of art- 
work. Makeready costs are generally 
low because it takes so little to get 
to the stage of the actual printing 
operation. Then, too, screen printing 
is done directly on board of any 
thickness and thus there is an in- 
cidental saving in the cost of mount- 
ing paper onto cardboard. Stencils, 
as a rule, are considerably less costly 
than printing plates, and that is espe- 
cially true if the areas to be printed 
are large. The hand cutting of a 
large 40” x 60” stencil does not cost 
proportionately more than the pre- 
paration of a stencil for a 15” x 20” 
printing area. A multicolor job does 
not involve costly color separation 
processes. And because that is so, 
as few as 50 copies of 40” x 60” full- 
color posters or banners can be 
turned out at a very reasonable cost 
to the client and at a profit to the 
producer. Because it takes only one 
impression to get opacity, there is 
a saving in printing costs compared 
to other processes which require a 
double impression to achieve opacity 
and coverage. Gold and silver are 
printed as pastes and therefore the 
need and costs of bronzing are elim- 
inated. 

However, offsetting some of these 
advantages is the matter of actual 


printing costs. In large runs, espe- 
cially those not suitable for the new 
automatic screen presses, the rate of 
printing is slow compared to letter- 
press, offset or gravure. Thus, a run 
of ten thousand 40” x 60” sheets in 
one color would take about five or 
more full days time of a crew of two 
people. While there is a definite 
saving in initial costs of artwork, 
makeready etc., that differential 
might be lost in the comparatively 
high cost of production. 

In the final analysis seasoned judg- 
ment and actual price comparison 
will be the deciding factors. In some 
cases silk screen will be a competing 
process from the point of view of 
costs. In other cases, screen process 
will be in a class by itself due to its 
inherent characteristics. Still in other 
instances, the process will not enter 
the picture at all. But in all cases, it 
surely is the advisable thing to know 
all the processes to see where silk 
screen fits into the plans from the 
point of view of quality, price or ser- 
vice. 44 


New Fluorescent Inks for 


Offset Announced by Oak 


Oak Luminous Products Inc. (New 
York) has announced the develop- 
ment and commercial availability of 
Spot-Lite fluorescent offset inks. The 
new offset inks are available in two 
colors, red and yellow. 

Three additional fluorescent offset 
colors are expected to be available 
shortly—orange, gold and green. All 
of the inks are one-impression inks 
which can be applied at full press 
speed. Double impressions, however, 
are said to double the daylight sta- 
bility and improve the degree of 
fluorescence. 

In order to produce the best fluor- 
escent effect, Oak has developed a 
roller coating which prevents the 
natural carbon black in offset rollers 


“That production man and his damned rush 
jobs!" 





from contaminating the transparent 
fluorescent colors. The roller coating 
is harmless to the rollers and seals in 
the carbon black. It can be easily 
applied and quickly removed. The 
coating is also said to be effective for 
all ordinary inks to get cleaner, truer 
colors on any type of rollers. 

In addition to offset inks, Oak also 
produces fluorescent colors for other 
processes including letterpress, flex- 
ography and gravure. 44 


Addressograph-Multigraph 
Offers 2 New Models 


A new Multilith and a specially 
designed Graphotype for embossing 
Addressograph plates have been 
added to its line of duplicating equip- 
ment by Addressograph-Multigraph 
Corp. (Cleveland). 

The Multilith unit — Model 750 — 
features simplified operation, less 
operator training time, uniform qual- 
ity in copies, wide choice of paper 
and card stocks, duplicating on both 
sides of the paper and a speed of 
more than 5,000 copies per hour. 

New mechanical plate-handling 
features of the Graphotype allow 
handling of 250 plates at a time, sim- 
ple correction of errors by back- 


I kc o's eee 


ERS! 


FREE SAMPLES OF 


NEW EFFECTS IN PRINTING WITH 
_ THE VIRK () PROCESS 


Raised printing in brilliant sparkling colors at costs compar- 
able to ordinary two-color work. The VIRKOPROCESS is 
available to your regular printer — this ad is to stimulate his 
Tee tT eee tel lel aero ee 


CET US SEND YOU SAMPLES 
NO OBLIGATION « WRITE TODAY 


VIRKOTYPE CORPORATION 
111 ROCK AVE. PLAINFIELD, N. J. 
WESTERN SALES AND SERVICE: 608 S. DEARBORN ST. CHICACO, ILL. 


THE WORLD'S LARGEST MANUFACTURERS OF 


spacing and re-embossing and no 
touching of plates after the magazine 
is loaded until the embossed plates 
are taken from the receiving hopper. 
The company maintains that anyone 
familiar with a typewriter keyboard 
can operate the new Graphotype. 44 


Folder Describes Binders 
With Clear Acetate Pages 


Visual sales presentations in loose- 
leaf books with acetate pages are de- 
scribed and illustrated in a folder, 
“Under Cover But In Sight,” put out 
by Joshua Meier Co. (New York). 
How to create effective sales presen- 
tations using the company’s binders 
is also told in the folder. 

Cartoons and photos illustrate 
such topics as: “How to protect facts 
and photos from wear” and prevent- 
ing dog earing. Twelve different 
styles of binders are shown in the 
booklet, ranging in price from an 
815x11” for $3 to $24 for an 18x24” 
easel stand-up binder. 


For your copy circle No on the 
Reader’s Service Card inside back cover 


Picture Story Presented 
Of Lithographic Process 


Twenty-four steps in the produc- 
tion of a lithographed piece, from 
creation of a design to the finished 
product, are pictured and explained 
in a booklet published by W. A. 
Krueger Co. (Milwaukee).The book- 
let depicts a tour through the Krue- 
ger plant. 





RAISED PRINTING MACHINES, INKS, AND COMPOUNDS 


Decal Jobbers 
Profit from AR 


Morris Rabin, Sales Manager, 
Minute Man Decalcomania Co., 
writes, 

“Small space ads have pulled 
phenomenally inquiries 
turned over to jobbers and 
substantial number of orders 
already written ... great many 
large size orders now in proc- 
ess of being closed.” 


AR gets Reader Action 





NEWS ITEMS 


on any subject 


From newspapers and magazines 
published throughout the country. 
Write for booklet... 


PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1888 BA 7-5371 
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4.cOLOR 
ADVERTISING 
LITERATURE 


your advertising and sales 
literature can be produced in 
full color lithography at 
prices never betore possible. 
H. S. Crocker’s exclusive 
Colorform method is even for 
a limited budget. 


a Write today 
fe ai 2// for your 

‘ 4d / free copy 

/ to the nearest 


H. S. Crocker 
/} office 


Dept. A-5 


POE axes. ————————) sre 
H. S. CROCKER CO., INC. 
San Francisco 
720 Mission 
Chicago New York 
100 Hudson 


Los Angeles 
2030 E. 7th 
Baltimore 
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Pick a Bonus Combination .. . 


Here’s a package deal that’s fit to be tied and wrapped for economy. 
Combine your insertions in any two—or three 


of these publications. 
e@ Advertising Requirements 
@ Industrial Marketing 
e@ Advertising Age 

issued by Advertising Publications, Inc. 

By combining your total number of insertions 

you earn the best frequency discount for each, 


and the minimum rate-holder regulations apply 
for maximum economy. 


Advertising Requirements 200 & tins si, chicago 11 
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Some of the production steps that 
are described and shown in photo- 
graphs are preparation of the art- 
work, typesetting, making positives, 
placing the plate in a vacuum frame, 
developing and inking the plate and 
putting it on the press. The princi- 
ples of a lithographic press also are 
outlined. 

The booklet would be valuable aid 
to anyone interested in a basic 
knowledge of lithography. 


For your copy circle No. 622 on the 
Reader’s Service Card inside back cover 


Process Offers More 
Color at Lower Cost 


Booklets, broadsides, folders, en- 
velope inserts, catalog sheets and 
mailing pieces of all types can be 
produced in full color by use of 
ColorForm at low cost, H. S. Crocker 
Co. (San Francisco) reports in its 
booklet, “Color Magic Is Yours with 
ColorForm.” 

ColorForm printed materials are 
lithographed in four colors on two 
sides of a 70-lb. coated book paper. 
Crocker says in its booklet that the 
company can offer economical four- 
color process printing by lithograph- 
ing the materials on a combination 
press sheet run. 

Orders for advertising and sales 
literature received from a variety of 
different companies are all grouped 
together and lithographed simulta- 
neously on 52x76” press sheets. After 
printing, each job then becomes an 
individual order and is cut, folded, 
gathered or bound separately ac- 
cording to the specific instructions. 
The minimum order Crocker will ac- 
cept for running in the ColorForm 
process is 25,000. 

The attractive booklet that Crocker 
has issued features colorful pages, 
all printed by the ColorForm method. 


For your copy circle No. 623 on the 
Reader’s Service Card inside back cove 


“Just how long has Fasnip been doing the 
artwork on our dog food account?” 





One of the problems which fre- 
quently faces a designer charged 
with the design or re-design of prod- 
uct packages is the lack of adequate 
information about the project at 
hand. Far too often, a new design is 
decided upon without a complete 
analysis of the situation. 

In order to do the job properly, the 
package designer must know many 
things about a product—not only its 
shape and where it is to be sold, but 
everything which has any bearing 
upon the saleability of the product 
and its handling. In most cases the 
necessary information is available 
somewhere, but not always at hand 
when needed. 

To help manufacturers contem- 
plating a new package organize the 
information upon which the design 
will depend, Frank Gianninoto & As- 
sociates, New York industrial design 
organization, has developed a com- 
prehensive checklist. While the list 
doesn’t contain any new or startling 
points, it does contain a very com- 
plete set of factors which should be 
considered before starting any pack- 
age design project. 


>In introducing the checklist, De- 
signer Frank Gianninoto points out, 
“Designing packages calls for careful 
consideration of every detail—mate- 
rials, manufacturing, distribution, 
costs and market research before a 
product is offered for sale.” 

Mr. Gianninoto lists six basic ques- 
tions that must be determined by the 
design planning team: 


LABELING & PACKAGING 


Packaging 
Checklist 


A prize-winning package designer 


presents a 29-point checklist to establish 


the basic 


information necessary for 


proper planning of package design. 


e Will it sell? 

e Will it give consumers satisfaction 
and pleasure? 

e Is the price right? 

e Will it ship well? 

e Is it based on an economical use 
of materials? 

e Is it adapted to mass merchandis- 
ing? 

“This technique,’ Mr. Gianninoto 
explains, “is far from ‘crystal gazing.’ 
Mass production is planned for mass 
marketing and mass appeal and not 
for the satisfaction of personal pref- 
erences.” 


>The following checklist was 
planned to serve as a guide to obtain 
correct answers to important ques- 
tions before designing and making 
tentative recommendations: 
1. What is the name and nature of 
the product? 
Old product? (How old?) 
Improved product? (If so, how?) 
New product? 
e Is this one of a related line of 
products? 
e Does the product have specific age 
or sex appeal? 
2. Where and how is it sold”? 
3. Retail price or price range? 
4. Principal competitive brands and 
retail price of each? 
5. Sales position for above brands 
including yours? 
6. Is price a strong consumer con- 
sideration when choosing this type 
of product? 


Buying habits due to 

e Size of family. 

e Economic status. 

Buying pattern 

e How frequently? 

e Is price the principal factor? 

e If so, does sale of the product de- 
pend on coupon or premium deals? 
7. Is product, package and color su- 
perior to similar products on the 
market? 

(Claims of superiority are relative 
only and depend on consumer be- 
havior.) 

8. How is product packaged or la- 
beled now? 

e If new, how do you propose to 
package it? 
9. Describe 
packaging: 

e Product. 

e Materials. 

e Shape, Color. 
3s 

. 


principal competitors’ 


Convenience factor. 

Sales appeal. 
e Other. 
(Research may be required to ascer- 
tain the relative consumer impor- 
tance put on each factor.) 
10. Which type of package do you 
think is most efficient, economical 
and sales appealing? (New materials, 
techniques, new uses and improve- 
ment of old materials, including plas- 
tics, laminations, paper and paper- 
board, inks, etc. are challenging the 
ingenuity of the designer and manu- 
facturer. Unless you know, this ques- 
tion is best answered by research 
studies.) 
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11. Do you know the habits, likes or 
prejudices of prospects in relation to 
the product? (This is important but 
almost impossible to know without 
competent research studies. It is 
essential on new products.) 


12. How many additional uses has 
the product? 


13. Are directions for product use 
explained by brief, simple, easily 
read copy? Illustrations? 


14. Should the package be designed 
so as not to destroy it when getting 
at the contents? 


15. Is the package used as a dis- 
penser? 

e If so, are opening, closing and 
storage directions easy to follow? 


16. Does the container have re-use 
value? 


17. Is the structure of the present 
package or product functional, eco- 
nomical and convenient? 


18. What advertising and marketing 
support does it have or will it have? 


19. Does the manufacturer have a 
tv program or intend to have one? 
(Product and package identification 
on television, especially color tv, is 
increasingly important.) 


20. What merchandising objectives 
should be sought in making package 
or product changes? 


21. Might sales angles influence de- 
sign for: 

e Consumers? 

e Retailers? 

e Wholesalers? 

e Jobbers? 

* 


House-to-house? 


22. Is the package or product sub- 
ject to: 
e No notice at all? 

Casual observation? 

Continual observation? 

Close-up study? 


23. Are sales dependent upon shelf 
display? 

e Is trademark or brand identity so 
strong that the package can be 
quickly identified in “jumble” dis- 
play arrangements? (Naturally, this 
depends largely on the distribution 
and the character of the outlets; 
shelf-space, allocations, turn-over 
and promotional activity influencing 
display position.) 


24. Does the package properly vis- 
ualize the product for the consumer 
without need of questioning the sales 
clerk or seeing the product? 

© Does it fully utilize all surfaces on 
which to do a complete, informative 
selling job? 

e At first sight? 

e On close study? 
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25. How can package redesign effect 
savings? 

26. In what way do size, shape and 
type of package affect efficiency at 
the plant, in shipping, on the shelf, 
at home and in use? 


27. Assuming present product and 
type of package to be good, are man- 
ufacturing and packaging steps at the 
plant most efficient and economical? 
e If not, do your plans include the 
possibility of making changes to take 
new design? (Periodic checking of 
each factor frequently leads to econ- 
omies and higher production.) 


28. In your opinion, should package 
or product changes be made grad- 
ually or at one time? (Pre-testing 
new designs is usually recommended, 
especially where differences of opin- 
ion exist. Changes must be made so 
they will not in any way alienate the 
present customers but attract them, 
as well as every prospect.) 


29. Have you considered the extra 
sales value of redesigning your mul- 
tiple packs displays? 

e Dispensers? 

e Shipping cases? 

e Trucks? 

e Stationery? 

e Signs? 

e Uniforms? 44 


Movie Equipment Packed 
In Matched Set Units 


To merchandise its 8mm movie 
equipment, Bell & Howell Co. (Chi- 
cago) is packaging the equipment 
in matched set units, featuring at- 
tractive suitcase style boxes. 

The sets are designed to give ama- 
teur moviemakers complete sets of 
equipment for taking and showing 
home movies. Each of the four dif- 
ferent sets is packaged in a large 
18x24” box with a carrying handle. 


“That package you designed for us . . 
It's got sales appeal . 
. but just one thing . . 


. smart design 
. How do you 
open it?’ 


Matched Sets . . . This striking suitcase 
style package has been adopted by Bell 
& Howell to merchandise its matched sets 
of home movie equipment. 


The lid of the container shows a 
striking design composed of reels of 
film against a “preview screen.” 

Two of the sets include an 8mm 
camera, a telephoto attachment for 
close-ups, filter holder, bar light with 
two lamps. The other two sets in- 
clude a camera, a projector, light bar 
and lamps, rolls of black and white 
and color film. 

To tie-in with the new matched 
set packages, Bell & Howell is offer- 
ing a “Buy-the-Pair” bonus plan 
coupon. During April, May and June, 
a coupon worth $15 on a matching 
projector will be included with every 
8mm movie camera. Dealers also will 
get point of purchase materials, in- 
cluding streamers and a floor stand 
display rack, to promote the coupons 
and the new package. 44 


Paper, Plastic Combined 
To Create New Material 


“Lamiglas,” an attractive new dec- 
orative material for use in packaging 
and displays, has been introduced by 
Facile Corp. (Paterson, N. J.). The 
new product is made by laminating 
Fiberglas yarns with a thin film of 
Bakelite vinyl resin to different types 
of backings, such as parchment, tag 
stock and stretch paper. 

Reportedly washable, fray-resist- 
ant and translucent when oiled, 
Lamiglas is already in use as a lamp- 
shade material. Experimental designs 
have been developed by the com- 
pany to illustrate applications in the 
fields of display as decorative panels 
for backgrounds; in advertising post- 
ers; in packaging as box wraps for 
set-up boxes, folding carton stock, 
platforms in plastic and metal boxes, 
and in greeting cards for underlays 
and tip-ons. 

Lamiglas is being produced in nine 
colors—red, emerald green, tan, light 
blue, white, chartreuse, wine, pink 
and black. In its present form, it is 
available in either sheets or standard 
size rolls (40” wide). 44 





RADIO & TV PRODUCTION 


A “saleable idea’ is one of the keys to getting 
wide publicity for a tv show. For ‘Death Valley 
Days,’ a script for a specific show, involving 
the use of 20-mule teams, was chosen. The 
“‘idea’’ was sent to Louis Berg, who in coopera- 
tion with the show’s publicists, developed this 
spread for This Week Magazine. The cover of 


the magazine also played up the show. 
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| HoW TO UNDERSTAND ( TEENAGER k 


By E. D. Ettinger 
The Ettinger Co. 
Hollywood 


With higher production and time 
costs, plus stiffening program com- 
petition, sponsors and their advertis- 
ing agencies are constantly search- 
ing for new devices to hold and in- 
crease their television audience. 
Much time and many dollars are ex- 
pended on talent, stories, formats 
and production in the effort to inter- 
est the largest possible number of 
viewers for each program. 

But audience building isn’t only a 
matter of programming. Publicity 
and exploitation must figure before 
viewer ratings start to climb. Yet, 
generally speaking, publicity and ex- 
ploitation planning on television pro- 
grams lags far behind the oppor- 
tunities that exist for this new 
medium. 

These opportunities for publicizing 
television programs and personalities 
are many times greater than they 
were in the prime days of network 
radio. 


How to Build 
An Audience for 
Your TV Shows 


An expert explains the importance of publicity and 


exploitation in building audiences for tv shows. 


>A few examples: While there has 
never been a successful large circu- 
lation national fan magazine devoted 
exclusively to news and features 
about radio programs and stars, there 
are now no less than seven national 
tv fan magazines. All started within 
the last few years, or have modified 
format to include television news 
and features. One of these publica- 
tions now has a guaranteed circula- 
tion of more than 1,500,000. 

With radio, publishers included 
logs and some news copy about radio 
programs in their newspapers after 
a period of years, but there is scarce- 
ly an important daily in a tv recep- 
tion area in the U. S. that doesn’t 
have a generous-sized section, which 
not only includes the logs of pro- 
grams, but regular features and a 
column by the tv editor. A tremen- 
dous difference from the radio days. 

Nationally syndicated columns, de- 
voted exclusively to television news, 
are becoming more popular. Several 
such columnists now boast as many 
as 35 daily newspapers in their 
“string.” Some exclusive radio syn- 


dicated columns were started, but 
none survived. Today, even impor- 
tant syndicated columnists who cover 
motion picture, Broadway and night 
club items are also featuring lines 
about television stars and programs. 

General interest magazines, with 
national circulation, are doing more 
features on tv personalities than were 
ever devoted to radio stars. Check 
a newsstand and count the number 
of covers featuring pictures of tv 
personalities. It’s second only to mo- 
tion picture stars. 


> Public interest in television is the 
cause of these new outlets for pub- 
licity. Publishers of newspapers and 
magazines, quick to recognize this 
interest, are giving their 
what they want. 


readers 


But, while these new horizons have 
opened, publicity planning for tv, 
with few exceptions, has borrowed 
from the time-worn formats used 
in radio. Hard-working publicists on 
network staffs are often charged with 
the responsibility of handling two 
or three programs or more, writing 
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Tie-up 


Preprints of the ‘This Week”’ cover that played up the show, plus copy that 


plugged the time, etc. of ‘‘Death Valley Days,’’ were used to make up point of purchase 
displays like these. They were distributed to food stores by Borax field men. The displays 
also tied in with miniature 20-mule team exhibits. 


all the copy, supervising pictures, 
arranging interviews and submitting 
feature ideas when and if they have 
time. 

Routinized production line pub- 
licity is the inevitable result of such 
a situation. With no time to give a 
program the individual attention it 
requires for maximum publicity, the 
newsletter type of publicity is the 
only recourse. Newsletters, familiar 
to all tv editors, consist of 20 or 
more items, plus some pictures and 
features. The heavy envelope reaches 
the editor’s desk. He skims through 
it, picks out a couple of items, and 
the remainder is usually relegated to 
the wastebasket. The pictures and 
features are suspect because they 
are non-exclusive. 


>There is some question about the 
economic sense of such publicity. To 
pour tens of thousands of dollars 
into time and production each week, 
then fail to give tv viewers proper 
advance information on the program, 
is not effective audience building. 

The insatiable demands of the 
tremendous expansion of publicity 
outlets has to be satisfied, and is. 
Somebody will get material in the 
available space. But for the individ- 
ual advertiser, the big question is: 
“Will it be my program that gets the 
benefit of this audience- building 
publicity?” 

Obviously, many big names and 
name shows will get space simply 
because they are news. However, 
even programs in this category can- 
not expect to get maximum publicity 
unless it is planned and someone 
goes after it. This leaves literally 
hundreds of really good programs 
subject to the vagaries of chance 
that some editor will see news or 
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features in them worthy of the space 
at his command. 

An advertiser cannot expect to get 
maximum tune-in unless advance, 
planned publicity has whetted the 
interest of the potential viewer. Pub- 
licity can’t accomplish more than 
that. Then it is up to the program to 
hold the audience. 


>Two entirely different types of 
programs are cases in point as to how 
widespread publicity must be organ- 
ized. We handle the Colgate Comedy 
Hour, a name show with big names. 
Stars like Donald O’Connor, Martin 
& Lewis, Eddie Cantor, Jimmy Du- 
rante, and others, are good copy and 
will get much personal publicity. But 
the advertiser’s investment is best 
protected by planning publicity and 
focusing it on the program he spon- 
sors. 

Each of these stars gets the bene- 
fits of at least one big push each year. 
The push starts a minimum of 60 
days before the specific program 
being highlighted. Feature stories, 
many exclusives, are written for the 
star and the specific program. Gim- 
micks are sent to editors to arouse 
interest, news angles are worked out, 
direct contacts are made with edi- 
tors who may go for a specific slant. 
Just as in an advertising program, 
a theme or idea is conceived, then 
carried out in every detail. 

Every show is different, so no one 
pattern can be used for all shows. 
Whether the program be dramatic, 
comedy, western, etc., an original 
conception must be set up and fol- 
lowed. 


> “Death Valley Days” is a pertinent 


example of a top show without star 
names, and a different cast each 


week. Since it isn’t possible to give 
editors names, the peg used for this 
show is that it is one of the few 
filmed on location, and the stories 
used are true, and relate to the actual 
history of the Death Valley area. 

Thus, a typical publicity campaign 
is centered about a specific script. A 
current example is “The Big Team 
Rolls.” This story revolves around 
the 20-mule teams used to haul min- 
erals to the Mojave railhead from 
1885 to 1903. For the program, the 
team had to be assembled and 
trained. 


This fact, and the information that 
the training would cost $4,000 was 
passed on to editors as an interesting 
item. This Week Magazine thought 
there was a story in the item. It re- 
sulted in a two-page feature story 
by Louis Berg, and a picture on the 
front cover of the March 7 issue. 


> Getting the story together called 
for taking Mr. Berg on location, and 
seeing that he got all the information 
he wanted . . . requiring a competent 
publicist and time which a network 
or station publicist doesn’t have. 

Once it was definite the story 
would appear in This Week, the 
sponsor, Pacific Coast Borax, was 
able to organize advance promotion 
of it at the place the publicity would 
do the most good in grocery stores 
where the company’s product is sold. 

Several thousand preprints of the 
cover were obtained on Feb. 22 and 
distributed to food stores by Borax 
field men. The cover was attached 
to a two-color display piece and be- 
came the center-piece of a Borax 
and Boraxo display. The display 
piece contained a picture of the Old 
Ranger, who introduces each show, 
and the copy: “Folks, read the story 
of how my true tales of Death Valley 
Days are filmed in the March 7 This 
Week Magazine. Tune in station .. . 
at...on... for the show.” 

These displays were set up in the 
33 cities, where both the program is 
seen and This Week is distributed. 
Cooperation from stations carrying 
the program was obtained in the 
form of courtesy spots calling atten- 
tion to the article and the program. 
Television editors of the newspapers 
in which This Week appears were 
sent special advance stories calling 
attention to the piece. Publicity and 
promotion managers for the stations 
were given a kit of suggestions for 
publicity tie-ups. 


> Admittedly, getting a merchan- 
diseable story like this and knowing 
it will run is a good break. Yet it 
was a “made” break in that getting 
it was planned; a saleable idea had 
to be developed, then it had to be 
presented effectively to the editor. 





This same planning brought recogni- 
tion that in addition to publicity for 
the program, and the advertiser's 
sales message, the story could be 
used as a springboard for a promo- 
tion that gained valuable in-store 
display for the company’s products. 

Obviously, a program cannot ex- 
pect a big break every week. There 
must be organization for the week- 
in, week-out publicity that keeps 
plugging for maximum tune-in. 
“Death Valley Days” is a filmed 
show, with only one sponsor, Pacific 
Coast Borax, through McCann-Erick- 
son. Time is bought locally in each 
market, and there is a spread of 
weeks and even months between the 
time a specific program is shown in 
various markets. This means that 
each city must be set up on a sched- 
ule geared to the date a particular 
program will be seen in that city. 
Each program gets a basic set of re- 
leases which are sent out on a sched- 
ule based on showing dates in each 
city. 


> Every editor will get such infor- 
mation as cast and credit sheets. 
Once a month, all editors get a page 
of fillers covering general informa- 
tion about the program, i.e., “Tourist 
business at Death Valley National 
Park climbed more than 38% during 
1953. Park service authorities 
credit it to ‘Death Valley Days.’” 
The item also reveals that the hotel 
owners are happy about it, as is 
Louie the Desert Rat who picks up 
money posing for pictures and tell- 
ing yarns. 

Each month a feature story run- 
ning from 1,500 to 3,000 words is de- 
veloped, including pictures. The 
story is given exclusively to one 
editor in each city, with all editors 
covered in turn. 

The result of publicity handled in 
this manner shows the effectiveness 
of the practice major motion picture 
studios have developed over the 


. and here's a letter from a satis- 
fied user of Brown's Cough Syrup... 
and | quote, ‘...um...ah...’ and 

here’s another letter froma..." 


Coal Commercials . . . These cartoon style 
tv slides with suggested audio were part 
of a special promotion materials portfolio 
offered to Lehigh coal dealers. For details, 

see page 23. 
siiaaltaiiaamaiilaatalaaiaaaiiaitiia 
years by the process of trial and 
error. In the studios, there is a unit 
for each picture. It includes one man 
who writes publicity copy and does 
interviews, one man who handles 
pictures, and a third man who makes 
the contacts needed to plant material. 
In the same manner, television can 
capitalize on the fact people are more 
interested in people of whom they 
have a visual image. Proper pub- 
licity takes advantage of that fact 
to encourage maximum tune-in for 
a program. As the saying goes, “A 
show is only as great as its audience.” 
44 


Public Service Network 
Offers Free Newsletter 


Public relations directors can keep 
up to date with promotion opportu- 
nities in the public service tv field 
through “News About Public Service 
TV,” by Public Service Network Inc. 
(Princeton, N. J.). 

The publication is a one-page 
newsletter and is published period- 
ically. It includes news about what 
makes institutional and consumer 
education films suitable for free tv 
showings, techniques of audience 
measurement, nontheatrical circula- 
tion of sponsored consumer informa- 
tion films, etc. 

“News About Public Service TV” 
is available free of charge from Pub- 
lic Service Network. 


For your copy circle No. 629 on the 
Reader’s Service Card inside back cover 


Students Given Chance 
To Work in Tv Studios 


Expansion of its in-service train- 
ing facilities to include students in 
the midwest has been announced by 
Northwest Radio & Television School 
(Portland, Ore.), a home study in- 


stitution. Under the plan, already 
being offered West Coast students 
through Hollywood tv stations, stu- 
dents have the opportunity of com- 
pleting their tv course with work in 
actual tv studios. 

Since 1952 Northwest has offered 
home study students a course in the 
“art side” of tv—including a general 
background of tv station operation 
and programming, specialized train- 
ing in production, costuming, make- 
up, directing and other tv production 
skills. The school also offers a course 
in technical electronics. 44 








PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-2 FRISKET 


Given up on prepared frisket. products? 
Here’s one that_ really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on. for long periods with- 
out injuring your copy. It 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching.Still skeptical? 
— write for free sample. 


No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
Paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK," published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 


CHECK OUR 


ON RADIO SPOTS 


People are astounded at our prices! 
Yet with our production skill and top 
talent we come up with quality re- 
cordings packed with listening ap- 
peal that SELLS! Send us the details! 
We'll fire back a free estimate! 


Advertising 


AGENCY, INC. 
COLUMBIA, MISSOURI 


. for more details circle 702, page 105 
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3500 years ago... 


a nameless Sumerian scribe impressed this “Farmer's Almanac” on 
soft clay using cuneiform writing, then baked it in the sun. Said to be 
the world’s oldest agricultural handbook, it was discovered 
with other “written records” of the times near fabulous Bagdad. 


*MONSEN-CHICAGO:22E. Illinois St-SUperior 7-1223- 


ALCL al 


TODAY... 

MONSEN Black-on-White 
Impressions provide 

the finest camera copy 
you can buy... 


To give today’s advertisers .. . their agencies 
and studios... the best possible reproduction 
copy, we have developed Monsen Black-on- 
White Impressions . . . precision proofs pulled 
from new type . . . correctly set by skilled 
typographers . . . carefully proofread ... 
locked up and made-ready to assure square- 
ness and uniformity ... printed in special ink 
that photographs sharper and which resists 
smearing with rubber cement and benzol. 

Try Monsen Black-on-White Impressions 
yourself. If they aren't the best repros you 
have ever used, it will not cost you a penny. 


Photograph 
courtesy of the 
joint expedition of 
the Oriental 
Institute, Chicago 


TPE Ta ey ee SAUL TE MRT coaSe ALE OL) ASO SL Oe 


and the University 
of Pittsburgh. 


SEND NOW 
for full information 


-MONSEN-WASHINGTON, D.C.-509 F St., N.W.-NAtional 8-1900- 


INV SO1-NISNOW: 


about Monsen 

Black-on-White EZZ1-L 101d NS+}S S!oull|| 3 Z7Z7-OOVIIHO-NISNOW- 
Impressions and a 

copy of the Monsen 

Typographic 

Handibook. 


Serving the typographic needs of customers 
in 48 states and throughout the world. 


Monsen-Chicago, Inc. 
22 E. Illinois Street, Dept. AR5-54 
Chicago 11, Illinois 


- 


Please send me: 


MONSEN -Los Angeles 


928 South Figueroa Street 


[| Fuli information about the advantages 
of your Black-on- White Impressions 


[-] A copy of your Handibook 


MONSEN -wWashington, D.C. 


509 F Street, N.W. 


MONSEN-Chicago, Inc. 


22 East Illinois Street, Chicago 11, Illinois 


NAME 


COMPANY 


ADDRESS 


Co) ee 
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By Dick Hodgson 
AR Managing Editor 


An important change is taking 
place in American newspapers—one 
which may well affect advertising. 
Today’s trend is toward larger type- 
faces with more leading. 

Evidence of the trend, which has 
been taking place gradually for many 
years, is clearly indicated by recent 
changes in two Chicago newspapers 
—the Tribune and the American. 
Both changed to 9 pt. faces in the 
past few months—the Tribune in 
December and the American in Jan- 
uary. 

In the past, advertisers have fol- 
lowed the newspapers’ lead in typo- 
graphic changes—particularly in ads 
with large amounts of text matter. 
It would seem that present changes 
are likely to have the same effect 
on advertising. 


>For many years American news- 
papers depended primarily upon 6 pt. 
type, set solid. Gradually the size 
was increased and lines were leaded. 
The experience of the Chicago Trib- 
une is a good guide to changes in 
newspaper typography. 

The Tribune has long had a repu- 
tation for excellent typography. Even 
competitors have acknowledged this 
point. When the first issue appeared 
in 1847, for example, a competing 
journal described it as “a well 
printed sheet,’ and added that “the 


mechanical execution .. . is beauti- 
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ful and reflects great credit upon 
the art.” 

Many changes were made in the 
Tribune’s typography, but the 6 pt. 
type size remained standard until 
World War I, when Col. Robert R. 
McCormick, editor and _ publisher, 
sent instructions from France, where 
he was serving with the Army, for 
a change to a larger 7 pt. face. 

Other typographic changes were 
made, but it wasn’t until 1949 that 
the Tribune increased type size to 
8 pt. This was an 8 pt. Regal #1, 
replacing the 7 pt. Regal previously 
used. Tribune personnel had played 
an important part in the develop- 
ment of this face. 


>The Tribune was using this 8 pt. 
Regal on a 9 pt. slug when Col. Mc- 
Cormick ordered experiments to find 
a new face “more suitable to con- 
temporary reading.” Many typefaces 
were examined, including several 
which are not generally considered 
as “newspaper” faces. Types popular 
for books were given special consid- 
eration. 

After considerable experimen- 
tation, Tribune typography experts 
settled upon Linotype’s 9 pt. Corona 
on a 10 pt. slug. At first several 
revisions were planned, but after 
making the changes it was decided 
to use the regular mats. 

Behind the changes, Tribune exec- 
utives told AR, were several con- 
siderations: 


Newspaper 
Typography 


American newspapers are getting a new, 
more readable look . . . and the changes may 
easily have an effect on advertising typography. 


LAYOUT & TYPOGRAPHY 


New Trends 





e The reading public is getting older. 
e Competition for reading is in- 
creasing. 

e Readers want to read in a hurry. 
e Many readers peruse their papers 
on public transit vehicles where light 
may be dim and conditions for read- 
ing are difficult. 


> A comparison of pre-change issues 
of the Tribune and today’s copies 
presents ample evidence that the 
change has increased readability. If 
previous experience is any indica- 
tion, other American newspapers may 
well make similar changes. Many 
newspapers, Tribune executives re- 
port, have already requested detailed 
information on the change. 

The biggest deterrent, of course, is 
the cost of such a change. The Trib- 
une, which uses 68 Linotype ma- 
chines to set its news and editorial 
columns, spent $40,000 in the change- 
over to 9 pt. Corona. 

While the same headline styles 
have been maintained for regular 
news columns, the Tribune changed 
both headline and body type styles 
for its new Sunday magazine supple- 
ment. Body type in the magazine is 
81 pt. Corona on a 10 pt. slug, while 
most display headings are set from 
a special extended sans serif photo 
type, similar to Bernhard Gothic 
Heavy. 


> While the Tribune was making its 
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ADL DT’ YFP, 


display headlines! 


xpensive hand lettering, paste-ups and photostats! 


develop it! plate if! 


Bis aia 
* GR ge ie co ~ 


elit ides a plate in 8 ee 


The Reditype Kit is a complete display type composing 
unit. The unit consists of Reditype, photographic 
materials, composing board and bed, diffusion filter, type 
case, tools, developing trays and tongs. 


FA EDIT YFP'Z is priced to be 


easily available to every size of operation. 


ANYONE CAN USE IT! 


DAVIDSON CORPORATION 
29 RYERSON STREET - BROOKLYN 5, N. Y. 
A subsidiary of the Mergenthaler Linotype Company 
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both 

hand lettering 
and type 

yours with a flick 
of a finger 

with 


FILMOTYPE 


ever: 


. needed hand lettering or type 
immediately or sooner? 


. thought of how nice it would be 
to make more profit while spending 
less time and money? 


. hoped for a ‘‘dream’’ machine 
to fit in perfectly with your art and 
production problems? 


then: 


.we suggest Filmotype. Here’s 
why. Filmotype produces quality 
hand lettering and type ready for 
paste-up — in minutes! You have 
over 700 styles and sizes from 
which to choose... 12 point to dis- 
play 144 point. And anyone can be 
a Filmotype expert with just } hour 
instruction producing repro proofs 
with controlled letterspacing at the 
fantastically small cost of only 5c a 
12-inch line! Yes, and when we say 
a flick of a finger operates the 
Filmotype, we mean just that! 


The complete Filmotype story is 
even more remarkable. Write for 
full details — today! 


FILMOTYPE 


CORPORATION 


60 W. Superior 
Chicago 10, Ill. 


4 W. 40th Street 
New York 18, N. Y. 
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changes, the Chicago American was 
busy planning even more drastic re- 
visions of its typography. Both body 
type and headlines got a thorough 
working over. 

Like the Tribune, the American 
now features a 9 pt. body face. The 
new American dress is 9 pt. Regal 
on a 9 pt. slug. Actually, the Amer- 
ican used a 9 pt. face on a 9% pt. slug 
before the war, but changed to 742 
pt. Ionic on an 8 pt. slug because of 
newsprint shortages. 

The 9 pt. Regal was chosen by a 
panel of experts from samples of 
various faces set 742 on 8, 8 on 84, 
9 on 914, 9 on 9 and 9 on 10. Read- 
ability was the main consideration of 
the panel, composed of representa- 
tives of the Intertype Corp.; Mergen- 
thaler Linotype Co.; Ludlow Corp.; 
Stuart List, publisher; Lee Ettel- 
son, executive director, and Charles 
Wilfong, composing room superin- 
tendent. 

The panel read the samples under 
all sorts of lighting conditions rang- 
ing from sunlight to the dimmest 
artificial lighting. 


>At the same time, experiments 
were made to select new faces for 
headlines. The American had been 
using a mixture of Ultra Bodoni, 
Metro and Erbar. All of these were 
thrown out and replaced by a new 
combination of sans serif faces in- 
cluding Tempo, Spartan and Con- 
densed Gothic. One of the major 
factors behind the change in heads 
was the desire to include as many 
italic faces as possible. 

The change, a part of a major com- 
posing room remodeling program, 
cost the American $100,000 and exec- 
utives told AR that more news col- 
umns have had to be opened to 
counteract the added space required 
for the larger body type. 


> While there is little question that 
larger type means greater legibility, 
the question of economics frequently 
enters into the selection of typo- 
graphic changes in newspapers—not 
only revisions in typefaces, but the 
width of columns and size of pages 
as well. 

Harry Hansen, editor of the “World 
Almanac,” raised this point in the 
“Trade Winds” column of the Satur- 
day Review just after the Tribune’s 
type changes. Said Mr. Hansen in 
commenting on type changes in 
newspapers: “The explanation is 
greater legibility, but I suspect a 
fiscal reason. The Tribune ought to 
gain one column of composition per 
page, which will mean a tremendous 
saving on wages and material... . 
Newspapers everywhere are trying 
to recapture profits or plug up defi- 
cits. Today they are subject to the 


+$ SAVER 


FOR EVERY AGENCY 
OR AD DEPARTMENT 


Doubles and triples output of artist 
in making layouts and finishes. 
Scales accurately. 


USED BY ART DEPTS. OF ALL SIZES 


SEE YOUR 


LOCAL DEALER 
WRITE FOR FREE 
CATALOG LL 44 
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31 CENTRAL AVE NEWARK 2.N J 
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Ken Butlers 
New LHarydbook. on 
Publication, Layout! 


AN INVALUABLE COMPANION 
AND SOURCEBOOK FOR 
EDITORS AND LAYOUT MEN 


Bil TOOT 


by Kenneth B. BUTLER, author of 
EFFECTIVE ILLUSTRATION 


=F BUTLER TYPO-DESIGN 


BOX 324. MENDOTA, lilincis 
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| The most PRACTICAL lettering 
system ever devised ! 


is RMS ea a.) 
that's faster and cheaper 
CM Mea lls le Ta 


LARGE SIZES...UP TO 2 INCHES! 
NEWEST POSTER STYLES! 


Write today for free specimen catalog 
Letter-it 
Box 3261 Oklahome City Okichome 
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Why it pays 


TO HAVE IT set? 


A HANDY PAMPHLET of before-and- 
after ads to take out with you when 
JAY P making that call. It’s yours if asked_ 


WALK advertising typography 


11 E. HUBBARD, CHICAGO 11 @ MOhawk 4-6134 
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big squeeze. Labor can exact prac- 
tically anything it wants. Paper- 
makers, when not owned by the 
newspapers, are deterred solely by 
prayer from charging the limit.” 
While Mr. Hansen certainly has 
put his finger on an important factor, 
the basic history of newspaper ty- 
pography would seem to indicate that 
more than economics is involved in 
the continuing trend toward larger, 
more legible typefaces. Wherever a 
change has been made in the di- 
rection of more readable typefaces, 
reader surveys invariably indicate 
overwhelming public approval of the 
change. 44 


Folder Gives Step-by-Step 
Method for Fitting Copy 


“How to Prefit Copy and Save on 
Alteration Cost” is the title of a 
folder which describes in detail a 
nine-step method of copy-fitting and 
is offered by Alex G. Highton (New- 
ark, N. J.) 

A brief foreword tells why it is ex- 
pensive to reset copy after it has 
been set in type and suggests two 
rules to follow before sending copy 
to the typesetter. The first rule is to 
make all corrections and changes on 
the typewritten copy. The second, 
which is the subject of the folder, is 
to write the proper amount of text 
to fill the allotted space. 

The folder gives a step-by-step 
explanation of the copy fitting meth- 
od with the actual mathematics in- 
volved in each step worked out for 
a sample piece of typewritten copy. 
There also is included a table of 68 
sizes and variations of 19 commonly 
used typefaces. 


For your copy circle No. 631 on the 
Reader’s Service Card inside back cover 


Bundscho Illustrates 
500 Faces in Folder 


One of the largest collections of 
typefaces in America is illustrated in 
a new one-line showing by J. M. 
Bundscho Inc. (Chicago). Bund- 


scho’s faces are shown in a handy 


























“Easy now . . . leave a little space for 


the copy and logo!” 













18x27” broadside, which folds to a 
pocket-size 9x3”. 

The one-line showing, which in- 
cludes 500 different faces, is printed 
on one side of the sheet so that it can 
serve as a ready-reference type 
chart. The Bundscho selection of 
types is particularly notable for the 
large number of newly introduced 
typefaces which are included. 

In addition to the one-line show- 
ing, the Bundscho folder has several 
other features: 

e A special method for copy fitting. 
e A listing of the number of char- 
acters per inch for the typefaces 
shown. 

e A chart for finding the total num- 





ber of characters in lines of different 
lengths. 

e A showing of rules ranging from 
hairline to 36 pt. 

e A list of typefaces available for 
setting in foreign languages, includ- 
ing Bohemian, Brazilian, Croatian, 
Danish, Dutch, Finnish, French, Ger- 
man, Hungarian, Italian, Lithuanian, 
Norwegian, Polish, Portuguese, 
Spanish and Swedish. 

e A list of typefaces available in odd 
sizes (444, 7, 9 and 11 pt.). 

e A chart of proofreaders’ marks. 

e A description of the services of- 
fered by Bundscho. 


For your copy circle No. 632 on the 
Reader's Service Card inside back cover. 
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Photographic Reproduction Proofs 


will give you far better 
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Because Photographic Reproduction Proofs of 
typesetting produced on Warwick’s Intertype Fotosetters 
are sharp—sharp—sharp...your printed material will be 


of a higher quality. 


Even lithographers with modest press equipment are 
daily producing quality material with the aid of Warwick 
Photographic Reproduction Proofs. 


Convince yourself... write today for free sample of 
a Photographic Reproduction Proof produced on Warwick’s 
Fotosetters—examine it under a glass and compare with 
any reproduction proof produced by the metal type and 
ink method... you'll be amazed at the difference. 


“The Proof is in the Proof” 


Warwick lypocGRAPHERS, INC. 


Overnight by air mail from most of the United States 


Dept. F-17,920 Washington Avenue, St. Louis 1, Missouri 


Warwick Serves Clients in 33 States, Puerto Rico, Mexico and Cuba 
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Matchbooks 
...0n parade 


Every year matchbooks become increasingly popular as an adver- 


tising medium. The winners in the 1954 industry competition present 
a good guide to what is being done in the field today. 


With 12% billion matchbooks in 
use last year, interest in the indus- 
try’s annual competition showed a 
marked increase as the 15 judges 
picked the 1954 Bookmatch Adver- 
tising Awards. And out of the judg- 
ing session came some findings that 
may be helpful to the large number 
of advertisers who use the medium. 

The top award went to Trans 
World Airlines Inc., for a series of 
matchbooks, which turned out, coin- 
cidentally, to be the most elaborate 
production job required for any 
matchbook advertiser. The judges 
gave out a total of 64 bronze “Joshua” 
plaques—named for matchbook in- 
ventor Joshua Pusey—and selected 
the TWA entry as “best of show” 
among the “best of breeds.” 

In second place was the newspaper 
industry winner, the Chicago Sun- 
Times’ advertising-promotion series. 
Third best of the over-all show was 
the unique entry of a Seattle com- 
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The matchbooks shown on these pages are 


the winners of “Joshua” plaques in the 1954 
bookmatch advertising competition. 


ARTHUR MUR 


pany which manufactures men’s suits 
and topcoats, and processes canned 
pheasant—Samuel Martin Ltd. 


> More important than the individual 
winners’ stories, perhaps, is the in- 
formation developed from an analy- 
sis of the 64 industry winners, which 
shows some interesting facts about 
trends in the use of the medium. One 
thing is certain: the match industry 
provides an advertising medium 
which is undergoing rapid changes 
to serve its clients more effectively. 

In general, these changes are two- 
fold: new techniques in match pro- 
duction, and new methods of distri- 
bution. 

Among the winners these facts 
about appearance stand out: 


Size . . . More than the usual 20 
match sticks are provided in 20 of the 
64 winners—a device that gives extra 
space for detailing an advertising 
message. Three of the winners were 
in the super-giant size. 


Series . . . Ten of the 64 winners 
were part of a series of designs, cre- 
ated to provide a continuing cam- 
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paign to attract the user’s attention. 


Inside . . . Fifty-three of the win- 
ners employ space inside the match 
cover to carry a message. Some of 
these use the space thus added to 
their advertising medium for a list- 
ing of facilities (Geigy Agricultural 
Chemicals Division of Geigy Chemi- 
cal Corp. lists products .. . WJBK- 
TV shows a map of its market-cover- 
age area), while others use the space 
to show locations (Hennis Freight 
Lines Inc. shows via a map where its 
truck routes go, while Swiss Cleans- 
ing Co. shows where its six branch 
dry-cleaning shops are located and 
Paoli Furniture Co. lists regionai 
sales directors and addresses). 


Match Sticks . . . Eleven winners 
carry imprinted sales messages on 
the match sticks themselves. (Swift 
Homes Inc., asks on alternate match 
sticks, “Why Pay Rent?” “Own Your 
Own Home,” “See Your Swift Deal- 
er.’ Manning’s Hosiery Co. has 
match sticks shaped like a nylon-en- 
cased leg—an appealing one, at that). 


Dealer Imprint . . . Three of the 
winners have space for dealer im- 
print, and offer cooperative purchas- 
ing arrangements between manufac- 
turer and dealer. 


Eye-Catchers . . . Three of the 
matchbooks had non-rectangular 
shapes, and in each case the protrud- 
ing side edges were contoured to fit 
the design illustration (the Borchers 
Ford matchbook to fit the shape of 
the original 1903 Ford; one for Pite- 
goff paint brushes to fit a pattern of 
crossed paint brushes). 

Two of the matchbooks used areas 
other than the usual for the friction 
strip against which a match is ig- 
nited. The Chicago Sun-Times used 
the reverse side. Pacific Abrasive 
Supply Co. employed the circular 
grinding wheel of its illustration. 
One of the matchbook winners had a 
die-cut opening in the center of the 
matchbook —the Roy Refrigerator 
Co. had a refrigerator door which 
could be opened, revealed an interior 
filled with food, imprinted on the 
matchsticks. 

Two of the matchbooks had em- 
bossed, raised surfaces. 


Couponing . . . The vastly ex- 
panded used of coupons was reflected 
with two interior-coupon winners. 
Jell-O used a coupon to offer an 
aluminum mold in return for three 
box tops and 30¢, and the Oklahoma 
Planning and Resources Board of- 
fered descriptive literature in a se- 
ries of six matchbooks showing dif- 
ferent state parks. 


Type . . . Most matchbooks are 





hand lettered. In general, the style 
showed a heavy leaning toward 
modern type families, with sans serif 
faces as the basic type in 22 match- 
books. Balloon, American Text, 
Broadway, Modern Bodoni, Mem- 
phis, Garamond, Airport, Spartan, 
Barnum and American Text also ap- 
peared, and brush script was also 
widely used. Few advertisers em- 
ployed shadowed lettering. 


Cartoons . . . Cartoon technique 
enlivened ten winners, on front or 
reverse side. 


Photographs . . . Photographic 
illustrations or realistic sketches 
were employed by seven winners. 


Emblems . . . Twenty-four win- 
ners employed logotypes or emblems. 


Billboard . . . Four of the winners 
provided covers which might be de- 
scribed as “reduced billboards.” The 
King Edward Cigars entry, winner in 
the tobacco classification, was in fact 
adapted 20 years ago from the com- 
pany’s 24-sheet advertising, and 
TWA’s top-honored matchbooks 
were an adapted version of the com- 
pany’s poster series. 


Swatches . . . One entry—Samuel 
Martin Ltd.’s third-rated matchbook 
which won the men’s clothing plaque 
—had a swatched cover. Imported 
English fabrics from the company’s 
clothing factory were hand-swatched 
on the outer cover of matchbooks ad- 
vertising the company’s “Wild Life 
in the Kitchen” canned pheasant, 
and sold to clothing store operators 
at five cents each. 


> TWA’s top-winning entry, planned 
by Advertising Director Henry G. 
Riegner, comprised a series of six 
rear-cover designs adapted from the 
company’s travel posters, all with 
identical front covers showing a hos- 
tess and the message, “Welcome 


WAKES ALL 
We DIFFERENCE! 


~~ nent 


ver 2,000,000 Passengers a Year 


td Z 
rit oa 
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Cie 


— FLY 
TRANS WORLD AIRLINES 


. . This series of matchbooks for Trans World Airlines won first 


prize in the 1954 industry competition. A series of three different sleeve containers, 
each holding six matchbooks, was used to promote travel to romantic spots. 


Aboard TWA.” The posters repre- 
sented six major TWA ports of call 
—New York, Chicago, Los Angeles, 
London, Paris, and “Italy.” A 40- 
word message, combining back- 
ground of the city and hard-sell for 
TWA, was imprinted inside each 
cover. 


A series of three different “sleeve” 
containers, each holding six match- 
books—the same matchbook designs 
being used in each container—was 
created to promote three facets of 
TWA merchandising: European 
travel service, “sky-tourist econ- 
omy” and air cargo service. The 
matchbooks were distributed by di- 
rect mail to the company’s own mail- 
ing list, by TWA salesmen calling on 
prospects, and to passengers aboard 
the airliner. 


To get precise printing definition, 
TWA employed as many as 10 color 


AND LOAN ASSOCIATION 
pene FREO A. SMITH, President 
SEVENTEENTH & K STS. N.W. 
WASHINGTON 6,0.C. 
EX.3-0747 


plates to the matchbook, instead of 
process work. A varnish overprint 
gave a glazed and three-dimensional 
effect. 

Special artwork was by Leon Ast- 
man, staff member of a New York 
City silk screen house, who prepared 
his adaptation sketches as twice-up 
renderings which gave more latitude 
than the usual true-size matchbook 
art renderings and at the same time 
prevented loss of control inherent in 
too large-sized original art. Color 
plates were made up by the match 
manufacturer for TWA’s order for 
even a single small area of color. 


>The Chicago Sun-Times entry, on 
the other hand, was a two-color car- 
toon series, using black and red on 
glazed white stock with Futura type. 
Impact was achieved by adaptation 
of the “In Chicago It Takes Two” 


cartoon series used in space ads in 


AMERICAN PRESIDENT LINES 





You can 
STOP 
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Publishers is the bind- 
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ing! For fine hard cover 
binding, done by ex- 
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quality and service. 
For edition bindings of 
school annuals, cata- 
logs, handbooks, text- 
books 
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BOOK BINDERY, INC. 
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DIRECT MAIL 
In United States And Canada 


Our Knowledge of Canadian mar- 
kets is enabling us to serve many 
U.S. Direct Mail advertising users 
efficiently and economically in the 
production of Mailing Lists—Print- 
ing — Letters — Addressing — Mail- 
ing—-Shipping. Write or telephone 
our New York Office 


HERBERT A. WATTS LIMITED 


$21 Hudson St. (8th FI.), N. ¥. 14, N.Y 
Velephones: ORegon 5-0220 


or our Head Office 


177 King St., West, Toronto, Canada 
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imprinted by Linopress on 
monthly blotters or other 
direct mail material furn- 
ished by you. We can set 
and store your names. 


Ask for samples and prices. 
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the trade press. The matchbooks 
were circulated monthly, in boxes of 
10, to a mailing list of 3,000 agency 
media directors, with a new cartoon 
theme each month and a different 
cover on the container. 


While circulation methods and size 
of the order were not factors in the 
judging, the entries revealed the 
variety and scope of matchbook dis- 
tribution techniques: 


Resale Matchbooks . . . The ad- 
vertiser buys the space, but the 
match company sells the matchbooks 
via wholesaler channels to tobacco 
retailers, who give them away to cus- 
tomers. King Edward Cigars and 
Seven-Up were advertisers who em- 
ployed this traditional method. 


Advertiser Giveaways . . . TWA, 
American President Lines and the 
hotel and restaurant entries were 
among the winners who keep their 
own matchbooks, give them to the 
consumer on their own premises. 


Dealer Giveaways . . . These include 
three types: 

e Manufacturer-dealer cooperatives, 
such as Cities Service Oil Co. and 
Kelly-Springfield Tire Co., in which 
manufacturer and dealer split the 
cost and the dealer gives the match- 
books to the ultimate consumer at 
point of sale. 

e Manufacturer giveaways, such as 
the Old Crow bourbon and Man- 
ning’s hosiery matchbooks, in which 
the manufacturer gives his match- 
books to retailers to pass along to 
consumers, without obligation. 

e Special arrangement setups, such 
as the Jell-O and Tums matchbooks, 
in which manufacturers provide free 
matchbooks, in return for a stated 
order of merchandise, to retailers 
who need the matchbooks for give- 
aways with tobacco sales. 


Salesmen’s Calling Cards . . . Such 
advertisers as Life magazine, Geigy 
Agricultural Chemicals and others 
provide matchbooks for salesmen to 
give prospects. This method is par- 
ticularly popular in the industrial 


field. 


Coupon Offers . . . Five times as 
many advertisers use coupons in 
matchbooks today as did six years 
ago. Jell-O and the Oklahoma Plan- 
ning and Resources Board won 
plaques for matchbooks incorporat- 
ing a coupon. 


In all, the contest showed a vitality 
which might be expected of a me- 
dium which chalked up a 19% in- 
crease in number of advertisers using 
it during 1953. The total has risen 
from 257,000 a year ago to 300, ce 
today. 


Compact Printer . . . New printer for la- 
bels, tags and card, by Duplicopy Co. will 
reproduce 100 units a minute in as many 
as five colors at a time. The printer works 
just as well on string or wire tags and 
gummed labels, the manufacturer says. 


Tag, Card, Label Printer 
Described by Duplicopy 


As many as 100 units a minute in 
up to five colors at a time can be pro- 
duced with Duplicopy Printer, a new 
compact spirit process machine for 
printing gummed labels, tags and 
cards. 

The printer, according to the man- 
ufacturer, Duplicopy Co. (Chicago), 
can be used for printing on string or 
wire tags and gummed labels. Any- 
thing typed, written, or drawn on the 
master unit can be printed, the com- 
pany says. Because the machine 
uses duplicating fluid, no inks, gela- 
tin or stencils are required. 

Uses of the Duplicopy Printer are 
found in stores, offices and factories 
for speedy printing of postcards; 
menu or letter tip-ons; brief notices 
or inter-office bulletins; multiple file 
cards; gummed labels, where a num- 
ber of labels are made up in advance; 
price change notices; office, credit or 
bank forms; inventory cards and 
other reproduction jobs. 

The machine will handle cards, tags 
or labels up to 4x7”, and weighs only 
13 pounds. The price with initial sup- 
plies is $34.50. Details are available 


from the company. 


For your copy circle No. 626 on the 
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Dispens-A-Stamp Is 
Handy Aid in Office 


A new machine for moistening and 
applying stamps has been introduced 
by Dispens-A-Label Devices (Pitts- 
burgh). Called Dispens-A-Stamp, 
the new machine makes it possible to 
moisten and apply 100 stamps in five 
minutes. 

Dispens-A-Stamp consists of an 
abrasive surface which is slightly in- 
clined. At its base is a conventional 
type moistening element. The oper- 
ator first breaks the stamps and 
places them on the abrasive surface 
—100 stamps readied in 1142 minutes, 





according to the company. Then with 
the index finger exerting slight pres- 
sure on the foremost stamp, a single 
stamp is slid away and run over the 
moistener. The other stamps remain 
in place because of the abrasive sur- 
face. 

The machine also seals 100 envel- 
opes in two minutes and can be used 
for small stickers or labels, or as a 
finger moistener to count money. The 
list price is $4.95. 

Additional information about Dis- 
pens-A-Stamp is available from the 
company. 


For your copy circle No. 627 on the 
Reader’s Service Card inside back cover 


New Automatic Addressing 
Machine Is Introduced 


Utilizing duplicating fluid, a new 
automatic addressing machine being 
marketed by Weber Addressing Ma- 
chine Co. (Mt. Prospect, Ill.), re- 
quires no stencil, metal plates, ribbon 
or ink. Addresses are transferred to 
the mailing piece from a typewritten 
paper tape that the manufacturer 
says can be used up to 100 times, or 
for a mailing every two weeks for 
almost four years. 

The machine, Model A-3, operates 
at a speed of 2,000 pieces per hour. It 


features an “automatic name ad- 
vancer” that mechanically moves 
each name and address into printing 
position and, in conjunction with an 
automatic ejector, throws each ad- 
dressed piece into a receiving tray. 

Any piece from a tissue-thin air 
mail envelope to a 1” thick catalog 
can be addressed with the machine. 
It also can be adapted to address di- 
rect from file cards or other office 
forms. The machine with complete 
supply kit for a 500 name mailing list 
is priced at $114.22 including federal 
excise tax. Supplies for additional 
mailing lists are available at less than 
34¢ per name. 

An illustrated booklet describing 
the Model A-3 is available from the 
company. 44 


For your copy circle No. 628 on the 
Reader’s Service Card inside back cover 


Pavelle Sparks Sales 
With Cartoon Mailers 


Color-cartoon mailers are being 
used by Pavelle Color Inc. (New 
York) to aid dealers in promoting 
the selling of color film and color 
prints. The company has worked out 
a plan of dealer cooperation that calls 
for simultaneous nationwide mail- 
ings of 750,000 promotion pieces to 
amateur photographers. Reuben H. 
Donnelley Corp. will handle the huge 
mailing job. 

The mailings, designed to stimu- 
late business during the pre-sum- 
mer, summer and _ pre-Christmas 
sales periods, will go to potential 
color film and print customers whose 
names have been provided by deal- 
ers from local mailing lists. 

The mailers are in four-color car- 
toon strip form and provide informa- 
tion about color photography. One, 
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called “It’s a Snap,” depicts an ama- 
teur film fan, Mr. Wilson, who de- 
scribes himself as “just a plain pic- 
ture-taker,” but is sold on the use 
of color by his dealer. The last strip 
brings in the Pavelle name as the 
dealer, Mr. Hatcher, tells what he 
saw when he went through the Pa- 
velle plant. 

This is the tie-in for another strip 
describing Pavelle Color’s Quality 
Control Process. 


> Besides bringing added volume in 
high-profit color film and print sales, 
the campaign is expected to lead to 
added sales of better cameras and 
costly accessory equipment as well 
as greater interest in year-round 
photography. 

Part of the cost of the mail cam- 
paign is borne by dealers, who are 
encouraged to participate either by 
ordering direct mailings from the 
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POST-PAC INVOICE POCKET 
LABELS carry your invoices free 
of first-class postage—easily 
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the package...saves postage 
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label... eliminates need of a 
packing slip...enables retailer 
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into stock immediately. Pay- 
ment of invoice is expedited. 
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Donnelley organization or by using 
the literature as over-the-counter 
giveaways. 

As for Pavelle, it depends on more 
color print orders to pay off for its 
share in the expense of campaign. 

44 


UNIVERSAL MATCH CUSTOMERS WIN 


IBM Develops New 


Formswriter Platen 


A new pin feed lift platen has been 
developed by International Business 
Machines Corp. (New York) for its 
Formswriter electric typewriter. The 
new device can be used with floating 
carbon paper to type fan-fold or 
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Marginally punched continuous 

- sdeiiieiicaieiaadinii — forms are fed into the Formswriter 
ecognition is earned through quality. These firms ...a cross-section o rater : . 

American business ...served by Universal Match Corporation... each by retractable pins located at each 

received the Match Industry's highes? award in its category for “‘dis- 


end of the platen cylinder. The pins 
tinguished use of match book advertising.” 112 more Universal customers help align and position the form. The 
were given Honorable Mention. 


platen is available in carriage lengths 
THE GRAND PRIZE WINNER 


of 12 and 16” and feeds continuous 

forms punched in both margins. Th 

TRANS WORLD AIRLINES, INC. . Se ae 
NEW YORK, N. Y. 





platen cylinders can be obtained for 
forms ranging in size from 534” to 
1358” in width. Guides are included 
to aid in aligning the forms. 44 


OTHER UNIVERSAL WINNERS 
**R. C. Allen Business 
Machines, Inc. 
Grand Rapids, Michigan 
Allen-Edmonds Shoe 
Corporation 
Belgium, Wisconsin 
American Associated Companies 
Atlanta, Georgia 
**American President 
Naval Supply Center— 
Lines, Lid. U.S.S. Magoffin 
Oakland, California 
Oklahoma Planning and 
Resources Board 


Marshall Field & Company 
Chicago, Illinois 

Merrick Lithograph Company 
Cleveland, Ohio 

Michigan Mutual Liability 
Detroit, Michigan 

Michigan National Bank 
Saginaw, Michigan 


Year's Promotion Aids 
Shipped in One Package 


Instead of sending promotion ma- 
terials to its air conditioner dealers 
piece by piece, RCA has grouped in 
one package all the materials needed 
to carry the dealers through the 
year. The one-package deal includes 
display stands, banners, folders, di- 
rect mail pieces, catalogs, booklets 
and a variety of other sales aids. The 
advantage in this one-package ship- 
ment is that dealers will have all 
their materials gathered together for 
sorting, etc., and for decisions on how 
best to use it, quite some time before 
the big spring and summer selling 
season. 


San Francisco, California 
**Baltimore and Ohio 
Railroad 
Baltimore, Maryland Oklahoma City, Oklahoma 
The ones — Olson Manufacturing 
Hamilton, Ohio Company 


Cities Service Oil C Albert Lea, Minnesota 
ites vice ‘o. 
New York, N. Y. Paoli Chair Company 


Paoli, Indiana 
Corning Glass Works ey 
Corning, N. Y. : : 


New York, N. Y. 
Donnelly Advertising Schlosser Brothers, Inc. 
Electric Signs ; 
Frankfort, Indiana 
Division of John Donnelly & Sons 
Boston, Massachusetts Standard Studios, Inc. 
Chicago, Illinois 
Jno. H. Swisher & Son, Inc. 
King Edward Cigars 
Jacksonville, Florida 
Ward's Cafe 
Los Angeles, California 
Harry Winston, Inc. 
Jefferson Federal Savings haw York. 0. ¥. 
and Loan Assn. ; 
Washington, D. C WJBK-TV ei 
Detroit, Michigan 
The Kelly-Springfield 
t Wyatt, Inc. 
Tire Company c hit 
Cumberland, Maryland New Haven, Connecticu 
Laemmrich Funeral Home 


Hager & Son Hinge Company 
St. Louis, Missouri 

Hennis Freight Lines, Inc. 
Winston-Salem, North Carolina 
House Of Vision 

Chicago, Illinois 


Menasha, Wisconsin 


**The Lewis-Howe Company 
—Tums 

St. Louis, Missouri 
McGowan Company 

Los Angeles, California 


**Also won a Joshua last year 
in first annual contest. 


*Established in honor of Joshua 
Pusey, Philadelphia patent attorney, 
who invented the book match 62 
years ago. 


Universal's sales organization, creative staff, and research facilities— 
most extensive in the match industry —will design a match book advertis- 
ing program to meet your individual sales needs—without obligation. 


UNIVERSAL MATCH @*CORPORATION 


GENERAL OFFICES: St. Louis 3, MO. 
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¢ SALES OFFICES IN 48 PRINCIPAL CITIES 
SERVING THE NATION AND ITS BUSINESS 





“l hope some day they'll build a postoffice 
nearby!” 





ART & PHOTOGRAPHY 


Getting mouth-watering appetite appeal in photos for Sealtest ice 
cream is no easy dish for photographers—it takes plenty of skill and 
some interesting innovations. 


By Allen Sommers 


Getting mouth-watering appetite 
appeal in photos for Sealtest ice 
cream is no easy dish for photog- 
raphers. Making the photo for one 
Sealtest ad, for example, required 
the help of the U. S. Department of 
Agriculture and 1312 hours of shoot- 
ing by photographer Victor Keppler, 
who was hired by N. W. Ayer & Son, 
agency for National Dairy Co. 

The layout of this particular ad 
called for a border of fresh fruit sur- 
rounding a dish of ice cream. Trouble 
was the photo had to be made in 
March when getting fresh fruit in 


New York is tougher than finding a 
cab in a rainstorm. That’s why an 
Ayer art buyer called the Dept. of 
Agriculture to find out where in the 
world peaches, melons and pears 
grow in March. 

The government agency said: 
“Chile grows nice peaches this time 
of year, the pear orchards in Argen- 
tina are just bearing fruit and Vene- 
zuelan melon vines are loaded.” It 
wasn’t long before New York-bound 
planes were carrying the fresh fruit 
from South America. 


> Vic Keppler picked up the pine- 
apples and bananas in New York 


Some strawberries were discovered 
growing in a California hot house. 
Frozen raspberries, blueberries and 
blackberries were used. 

But, before they could be photo- 
graphed Keppler had to thaw them 
slightly, then rinse them with ice 
water so that they had a fresh off- 
the-vine look. And when the cock- 
tail type cherries he’d gotten didn't 
photograph red enough, he dipped 
them in nail polish. 

Photographing the ice cream itself 
took up a good part of the photog- 
rapher’s 134%2-hour work day. To 
keep the ice cream from melting too 
fast under hot studio lights he dipped 
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a new taste 


ICE CREAM 


it on a base of dry ice. He used up 
nearly 10 gallons before getting the 
shot with just the right creamy tex- 
tured appeal. 


> George Lazarnick, another lead- 
ing food photographer, also does 
some work for Sealtest. One job that 
kept him busier than a soda-jerker 
in a crowded milk bar was a “Month 
of Sundaes” ad that appeared in 
national magazines more than a year 
ago. This ad featured photos of 31 
different ice cream sundaes. 

Even before he started shooting, 
Lazarnick installed an additional 
freezer unit in his New York studio 
and stocked up on ice cream. (He 
used more than 40 gallons during 
the job.) For about two weeks he 
varied the temperature in the freezer 
unit to find the point at which ice 
cream was most photogenic. A frozen 
appearance lacks creamy appetite 
appeal and melted ice cream looks 
sloppy. 

Next he ground down the ejector 
levers in six ice cream dippers of 
different sizes, since the ordinary 
ejector lever spoils the texture of 
ice cream for close-up shots. He also 


68 * ar « May 1954 


sensation! 


it’s new! it's different! It's Choo-o-nut—a special 
Sealtest blend of rich full-flavored chocolate ice cream 
and crunchy almond nuggets roasted in fresh country butter! 


Extra creamy! Extra chocolaty! Extra, extra good! 


designed a metal bucket and bolted 
it to a table so that the person dip- 
ping could concentrate on molding 
ice cream without worrying about a 
slippery container. 


>On the day of shooting a dietitian 
from National Dairy kitchens pre- 
pared the sundaes. After the ice 
cream was dipped, the photographer 
placed it in a much lower tempera- 
ture to “set” before he put it under 
lights to be photographed. One prob- 
lem in making the sundaes was to 
get the various syrups at the proper 
consistency. Syrup that’s too heavy 
digs paths in the ice cream. If it’s 
too light it photographs like a dull 
film. 

To avoid having the 31 sundaes 
look as they they’d come off an as- 
sembly line, they were prepared in 
dishes and glasses of various shapes 
and designs. 


>On another Sealtest job for Choc 
O Nut ice cream, it wasn’t the ice 
cream that posed the problem. It was 
the lettering that had to be photo- 
graphed with care and attention. 
The Choc O Nut ad introduced the 


Icing &G Almonds ... . Lettering in this 
Sealtest ad was concocted with cake-mak- 
ing ingredients — ‘’Choc O” formed in 
icing and ‘‘Nuts’’ with chopped almonds. 


flavor nationally in full color pages 
in Saturday Evening Post and Life 
early in 1954. The layout featured 
the words “Choc O” lettered in choc- 
olate and “Nut” lettered in real 
chopped almonds. Sure sounds and 
looks delicious. But getting the let- 
tering perfect was no easy dish. 

Ayer assigned Arthur Williams, 
free-lance artist, the job of lettering. 
This included whipping up the choc- 
olate. He decided fudge would do 
the trick so he made up a batch in 
Philadelphia at 8 a.m., packed it in 
a traveling case and hopped the 
train for photographer George La- 
zarnick’s New York studio. 

He arrived, melted down the fudge 
and poured it out to read “Choc O.” 
Under the studio lights it didn’t look 
like chocolate ice cream at all. It 
just looked like melted fudge. He 
painted with oil and lacquer, but it 
still didn’t assume the appetizing 
gleam required. 


>Then chocolate pudding was sug- 
gested and tried. It looked fine, but 
it was too soft. It couldn’t hold firm 
in the lettering. 

“How about chocolate cake icing?” 
someone asked. 

Some cake icing was ready in 
about an hour. It was put in a squee- 
gee tube and Williams did the letter- 
ing once again. It was perfect. Lights 
flashed, Lazarnick’s camera clicked 
and the result was a shot of rich, 
shining chocolate. 

But the job wasn’t finished. 

Arthur Williams turned to arrange 
the chopped almonds to read “NUT.” 
Nothing could go wrong with that. 
But he hadn’t noticed the time. It 
was after 3 p.m. and everybody had 
been working straight through with- 
out lunch. The chopped almonds, of 
course, had disappeared. 44 


“The advertising manager's wife liked 
our layout!” 









Photo-Reporting Service 
Described in Brochure 


Photographs, performance reports, 
testimonials, case studies, feature 
story assignments and other photo- 
reporting services are described in 
a brochure put out by Sickles Photo- 
Reporting Service (Newark). Illus- 
trations in the brochure show 12 ex- 
amples of assignments for advertisers 
that Sickles has done, as well as sam- 
ples of individual shots available. 

Sickles provides stock black and 
white photographs, color photo- 
graphs, special individual shots — 
with captions or with comprehensive 
reports. The company will arrange 
all details, such as arranging for nec- 
essary permissions, obtaining signed 
releases, presenting complimentary 
prints and locating product installa- 
tions and users. The material com- 
piled by Sickles is sent to the client 
in one complete package. 

Some of the examples of Sickles’ 
work shown in the brochure are: a 
series of ad photos for B. F. Good- 
rich; 150 brides’ testimonials, with 
pictures, for Ronson Lighters news- 
paper ads, and a series of picture 
stories for Goulds Pumps Inc.’s house 
magazine. 


For your copy circle No. 624 on the 
Reader’s Service Card inside back cover 


Art Designers Studio 
Describes Services 


Art ideas and a description of serv- 
ices are featured in an attractive 
two-color folder issued by Art De- 
signers Studio (New York). Shown 
in the folder is a variety of illus- 
trative artwork, exhibits designed by 
the studio, cartoons, posters and cuts 
from slide films. Examples of the 
studio’s layout, design and lettering 
are also included. 

For your copy circle 


No. 625 on the 


Reader's Service Card inside back cover 





Portable Cormac Industries Inc. 
(New York) has introduced this new 
photocopy unit that reportedly is the 


smallest, lightest model on the market. 
Named the Compact, the unit is designed 
to be a simplified, portable unit, small 
enough to sit conveniently on the corner 
of an office desk. 
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for large size, short-run displays 
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], Original Ektachrome  fur- 
nished of baseball figure only. 


The Janesville Zone Chevrolet Dealers’ of 
consin had a good idea—using a life-sized 


Wis- 
dis- 


play of popular Charley Grimm, Manager of the 
Milwaukee Braves, as an attention-getter—but 


300 displays were all that were needed. 
Black Box gelatin printing they found a pe 
solution: perfect color reproduction; a low, 


With 
rfect 
low 


price; and all the details—including drop ship- 


ments—capably handled by one source. 


Why don’t you, too, call on Black Box, especially 
for those large size, short-run displays or other 


printed pieces? You'll be glad you did. 










6. 


Completed life-size 
display as seen in 
Chevrolet dealers’ 
showrooms. 


—_ 


CHARLIE GRIMM 
eta LLL) 


Completed display 

assembled, easeled 3 
and packed in indi- 
vidual cartons. Drop 
shipments made. 






ELAS 


845-53 W. 
Kalamazoo 
2-6766 


2. Actual size separation nega- 
tives made in our own stu- 
dios and then exposed to 








I ¥ 
+ MD ay © age < Z »~ 
en — wate. 4 t } 
3. 44” x 64” sheets, printed 


in full color. 





4, Printed sheets mounted on 
heavy board and then die-cut. 









5. 


The perfect process for printing 5,000 
pieces or less in sizes up to 40” x 60”. 


BLACK BOX 


PHOTO & COLLOTYPE STUDIO, Inc. 


ERIE STREET + CHICAGO 22 
Cincinnati Louisville St. Louis 
Plaza 4218 Wabash 8068 Central 5068 
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TO IMPRESS V.1.P.’S... 


dress up sy photos 


layouts 


and artwork ; 


WITH CRESCENT 
“ANNIVERSARY SERIES 
MAT BOARD 


CHICAGO CARDBOARD COMPANY 
1240 N. Homan Ave., Chicago, Ill. 









CRESCENT 


Qukly 


SEE YOUR ART MATERIAL DEALER TODAY! 
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NEW LOW 
PRICES! 


FILM TRANSPARENCIES 
PRINTONS 
DYE TRANSFERS 


Example—100 8 x 10 Film Du- 
plicates $2.00 each. FULL PRICE. 


Also all types of shadow boxes 
made to order and stock 


Middle West Display & Sales Co. 


1635 W. Melrose St., Chicago 13, Il. 
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PHOTOS IN QUANTITY REPRO- / 
OUCED FROM YOUR ORIGINAL / 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER 
THAN YOUR ORIGINAL. BLACK AND 
WHITE GLOSSIES, POSTCARDS, BLOW- 
UPS, AND BEAUTIFUL COLOR WORK. 
SATISFIED CUSTOMERS COAST TO 
COAST SINCE 1936. 


MULSON STUDIO 


252 MIDDLE ST., BRIDGEPORT, CONN. 
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national 
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MAJOR 


PHOTO CO. 
1210 N. CLARK ST. 


CHICAGO 10, ILL. 
Michigan 2-5651 


GLOSSY PRINTS 
1M 65.00 —- 500 37.50 
100 8.50 
Samples 
CT ae Lit mie 


rd oT oT 
. for more details circle 722, page 105 


FLOWER PHOTOS $ 


8 x 10” closeups from library of 3000 


SEED FLOWERS no roses, bulbs, 
shrubs. 


Basic material for artists; adv. agencies 
with garden accounts Also electros of 
creens and line cuts 800 different B & W: 
100 full color. Dye-color prints, 35mm 
slides. Unique catalog $2.75, refunded first 
order EACH 
BODGER SEEDS LTD., Box 391, El Monte, Cal. 
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GIANT ENLARGEMENTS 


30 x 40, $3.75-—40 x 60, $7.50 

Larger Sizes, $1.00 sq. ft., Copy Negative 
$1.60 

Exhibits, Hotels, Offices, Displays 


SPOT-LITE STUDIOS CO. 


455 West 45th St. New York 36, N. Y. 
Circle 5-9085 
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Kodak Introduces Fast 
Film, Stereo Camera 


A new fast film and low-cost 
equipment for taking and showing 
stereo pictures have been announced 
by Eastman Kodak Co. (Rochester, 
N. Y.). 

The new film—Kodak Royal Pan— 
is twice as fast as previous films of 
its type. The increase in emulsion 
speed has been achieved, Kodak 
says, without any increase in film 
graininess. The new film has an 
A.S.A. exposure index of 200 for day- 
light; 160 for tungsten. 

The fastness of the new film will 
be important in the making of many 
advertising photos. It will permit 
photographers to make pictures 
which have previously been impos- 


sible. 


>The increased speed of the film 
will, in many instances, permit pic- 
tures to be made with press-type 
cameras which heretofore could only 
be made with reflex or miniature 
cameras having faster lenses. Pic- 
tures can also be made under condi- 
tions which previously would have 
been impossible, using professional 
sheet film cameras. On the other 
hand, the new film offers tremendous 
opportunities for improving the gen- 
eral run of photography because the 
lens stop can now be set one full stop 
smaller leading to increased depth of 
field or range of sharpness, or the 
shutter speed can be doubled to bet- 
ter stop subject movement. 

The development, Kodak officials 
indicated, represents a_ significant 
gain in film emulsion technology, 
since until the introduction of Kodak 
Royal Pan film emulsion, technolo- 
gists have been limited in their abil- 
ity to achieve increases in film speed 
without accompanying increases in 
granularity. 

In addition to its speed, Kodak 
Royal Pan has been designed to give 
improved shadow tone contrast or 
crispness. At the same time the com- 
pany reports that it has been able to 
incorporate factors in the emulsion 
which reduce the tendency of high- 


Low-Cost Stereo .. . Kodak’s new 35mm 
stereo camera with twin 3.5 lenses will 
cost ‘‘under $100.” 


| FRANK! 
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“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off dean. 

FOR THE GRAPHIC ARTS A MUST 


A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Declers every- 
where. 


IMION RUBBER & ASBESTOS CO. 
TRENTON, HS 


Gives You: 
1. Consistent high quality 2. Rapid 
and complete service 3. Reliability 
in meeting Conant 4. Duplicates 
like originals Color prints in quan- 
tity 6 ANS SCO. authorized. 


Consultation Service For Your Color Problems 
Write for information or price list 
Phone collect for estimates 


RAN 
mC eeu 
STerling 3-7361 
2015 L St., N.W., Wash. 6, D. C. 
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Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 


selling message 
before them 

in 

Advertising 
Requirements 

















Without Flashbulbs . 


. . Evidence of the speed of Kodak’s new Royal Pan film is this 


action shot made with existing light only. It was shot at 1/200 second at f4.7. 


lights to “block up,” as often happens 
when pictures are overexposed or 
overdeveloped. 

This reduced blocking character- 
istic is expected to be of particular 
help to photographers when the 
lighting range cannot be carefully 
controlled, since the resulting nega- 
tives can be printed with less shad- 
ing and dodging. In such instances 
the greater transparency of the high- 
light areas also will be helpful in 
production of better quality prints 
from difficult subjects. 


>Kodak’s new low-cost stereo 
equipment includes a 35mm camera 
to be priced “under $100” and two 
viewers. 

The Kodak Stereo Camera will 
have matched [3.5 Anaston color- 
corrected lenses, coupled for dual 
focusing and “lumenized” to reduce 
internal reflections and increase light 
transmission. The camera will have 
a new type shutter, with speeds from 
1/25 to 1/200 second, built-in flash 
synchronization, automatic cocking 
as film is advanced and double ex- 
posure prevention. 

Other special camera features in- 
clude a built-in exposure calculator, 
a spirit level to indicate when the 
camera is level, a special “no film 
threading” feature to simplify load- 
ing, a folding crank for rapid rewind- 
ing, and other new innovations. 

The two new Kodaslide Stereo 
Viewers take all standard 15¢x4” 
stereo mounts and are equipped with 
interocular adjustment and positive 
focus control. One viewer is powered 
by flashlight batteries and sells for 





$12.75. The other unit, priced at 
$23.75, operates on 110-volt AC or 
DC electric power. The latter unit is 
equipped with a brightness control 
to adjust light to meet the needs of 
particular subjects. The battery-op- 
erated viewer can be converted to 
110-volt operation, while the electric 
viewer can be converted to battery 
operation. 44 


Effective Business Week 
Ads Shown in Brochure 


The visual techniques that are at- 
tracting reader attention and secur- 
ing consistently high Starch ratings 
in 44 Business Week ads are featured 
in a booklet published by Business 
Week magazine (New York). 

The booklet shows how striking 
photographs, effective artwork and 
layout contributed to the ads getting 
high Starch ratings. It includes ex- 
amples of the six top-rated black and 
white full page advertisements from 
13 issues, as well as 38 other high- 
rated ads. 

Some of the ads shown include the 
well known Statler Hotels cartoon- 
style ads, Scotch tape, U. S. Rubber, 
Bethlehem Steel and du Pont ads. 
Four different ways that the ads 
achieved appeal are shown—use of 
large, clear action photos; good art- 
work and layout; use of cartoons, 
and using women and children to 
appeal to readers. 

Copies of the report are available 
from Herman C. Sturm, advertising 
and business manager, Business 
Week magazine, 330 W. 42nd St., New 
York 36. +4 
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F Mounted Enlargements (30° x 40") $3.85 


PEM AME Ald mee) tae ay 


Unsurpassed in Quality at Any Price 


c 1 in 5,000 Lots 7 
/2¢ 6c in 1,000 Lots 

EACH $7.99 per 100 a 

Postcards $23 per 1,000 ‘ 


; Copy Negative 8°x10", $1.25. . Postcards, 75¢ q 
. FULL COLOR POST CARDS 3M $99.50 


}. A Division of JAMES J. KRIEGSMANN = 4 
We 4 Plaza 7-0233 
2 Covyffer 165 West 46th St. 

otographers New York 19, N. Y..4 


WE DELIVER WHAT WE ADVERTISE 
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as) Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 


THIS AD RE-SIZED FROM 212" WIDEx 1" 


NEW by the STRECHTYPE® process 
STRECHTYPE?® will precisely 

lia make sharp photo copies of your 
type and art work, condense, wid 

1D 13 en, slant, shorten or curve as you 
SAVER specify 


(*Trade mark. Pat. No. 2607268 


aaa UE LaPeer ee Oey 
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For better copy! 
Lower plate costs! 
USE 


The Airbrush 
Technique of Photo- 
graphic Retouching 


by Walter S. King & Alfred L. Slade 


Skillful airbrushing is a 
quick, economical means of insuring 
good reproduction copy for half-tones. 
The step-by-step illustrated directions 
in this book show you how to make 
the best use of your airbrush for re- 
touching both monochromes and 
color prints and for converting mono- 
chrome to color. Let this practical 
guide help you get better plates at 
lower costs through better repro copy! 


SEE IT ON APPROVAL 






Pn ee ee bo 


The Macmillan Company, 60 Fifth Ave., N. Y. 11 


Send me a copy of ‘Airbrush Technique 
of Photographic Retouching.” I will either 
remit the full price of $9.50 plus small de- 
livery charge or return the book in 10 days. 


Address 


(Save: Send check or money order and we 
pay delivery charge. ) 


| 
| 
| 
| 
Signed ‘ | 
| 
| 
| 
| 
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SIGNS & IDENTIFICATION MATERIALS 





How to Design 





Grand Medal Winners . . . These three posters won the Grand Medal Awards in the 1954 
Outdoor Advertising Art competition. They are representative of the techniques which 
have been predominant in competition winners during the past six years. Illustrative art, 
sans serif type or lettering and a minimum of copy have been used to good advantage. 
The posters also show the value of an effective combination of outstanding artwork 
with eye-catching slogans—a feature which is common to nearly all winners. First prize 
winners in all categories in the 1954 competition are shown on the following pages. 
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A Prize-Winning 24-Sheet Poster 


AR’s editors have analyzed pos- 
ters which have won awards dur- 
ing the past six years in the 
Outdoor Advertising Art com- 
petition. The contest winners 
indicate that certain techniques 
form a basic pattern for success- 
ful outdoor art design. 


What makes an outstanding out- 
door poster? 

There is, of course, no pat answer 
to that question. A cursory glance at 
the winners of the 22nd National 
Competition & Exhibit of Outdoor 
Advertising Art will show that just 
about every technique used for out- 
door poster advertising comes in for 
its share of the awards. 

But from the winners comes evi- 
dence that certain techniques win 
out most often in the annual com- 
petition for the top U. S. awards for 
outdoor advertising art. 


> AR’s editors have checked through 
the top outdoor art prize winners for 
the past six years and here’s what 
the record shows: 

e Whereas cartoon style art and 
photographs—and even all-type post- 
ers—win a share of the awards, reg- 
ular illustration techniques account 
for 77% of the prize winners. 

e Sans serif type or lettering is used 
on 67% of the prize-winning posters, 
with informal hand-lettering styles 
on 23%. 

e When it comes to showing the 
product, it is illustrated as a separate 
element for quick identity in 38° of 
the cases. It is not illustrated at all 
on 32% of the prize-winning boards; 
shown in use on the remaining 30%. 
e The logo shows up as a separate 
element in 43% of the posters and 
varies in use as part of the copy or 
part of the illustration in most other 
posters. 

e On posters where the product is 
illustrated, an average of 25° of the 
space is devoted to it. 

e The amount of “white space” on 
24-sheet posters varies a great deal, 
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with the average poster containing 
between 25°, and 30%. 

e The number of elements on each 
prize-winning poster (separate illus- 
trations, blocks of copy, headline, 
logo, etc.) runs between one and five, 
with 67% of the winners using three 
basic elements. 


> These statistics, representing the 
top prize winning outdoor posters for 
the past six years, form a good guide 
for evaluating today’s notable trends. 
For the most part, the 1954 winners 
pretty much hew to the general pat- 
tern. There were a few notable devi- 
ations, however: 
e The use of enlarged photographs 
as the primary art medium fell off 
heavily—only three of the 1954 top 
prize posters used them, considerably 
fewer than in most previous contests. 
e Type styles were generally about 
the same as in past years, but the 
use of extended sans serif faces and 
modern variations of Roman faces 
showed a marked increase. 
e There was a slight increase in the 
number of posters where the product 
was shown in some manner. 
e There was a sharp increase in the 
amount of space devoted to the prod- 
uct in the 1954 winning posters—36% . 
e The amount of “white space” de- 
creased somewhat as there appeared 
to be a trend toward larger illus- 
trations. 


>The grand medal award and first 
place winners in the 1954 competi- 
tion are shown on these pages. They 
include: 


"Who needs muscles" * 
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Grand Medal Awards 


First Grand Medal Award... “Only 
Convertible That Outsells Ford”. . . 
Advertiser, Ford Motor Co.; agency, 
J. Walter Thompson; artist, Scott 
Johnston; art director, George Booth; 
lithographer, U. S. Printing & Litho- 
graph Co. 


Second Grand Medal Award... 
“Any Melon Worth Its Salt”... Ad- 
vertiser, Morton Salt Co.; agency, 
Needham, Louis & Brorby; artist, 
Lyman Simpson; art director, Carl 
Briese; lithographer, National Print- 
ing & Engraving Co. 


Third Grand Medal Award... 
“Worth Looking For” . . . Advertiser, 
American Oil Co.; agency, Joseph 
Katz Co.; artist, James Bingham; art 
directors, Morris Needle and Harry 
Kullen; lithographer, Gugler Litho- 
graphic Co. 


First Awards 


Miscellaneous . . . “To see life, get 
Life” Advertiser, Time Inc.; 
agency, Young & Rubicam; artist, 
Milton Greene; art director, Hugh 
White; lithographer, Gugler Litho- 
graphic Co. 


Household Appliances . . . “Ra- 
diant Heat Broils Twice as Fast”... 
Advertiser, Norge Division, Borg 
Warner Corp.; agency, J. Walter 
Thompson; artist, Lyman Simpson; 
art directors, George Baier and 
Charles McCarty; lithographer, 
Compton & Sons Inc. 


r( 5 \ } 1( VIE L 


CHICAGO IS MILES 


PARKING FACILITIES 


TELEVISION & RADIO 


Agricultural .. . “Purina Grows ’em 
Right” .. . Advertiser, Ralston Pur- 
ina Co.; agency, Gardner Advertis- 
ing; artist, John Eppensteiner; art 
director, Dale Kirchoff; lithographer, 
Compton & Sons Inc. 


Soft Drinks .. . “Midsummer Magic” 
... Advertiser, Coca-Cola Co.; agen- 
cy, D’Arcy Advertising; artist, Ly- 
man Simpson; art director, Wilbur 
Smart; lithographer, Gugler Litho- 
graphic Co. 


Confections . . . Advertiser, Wm. 
Wrigley, Jr., Co.; agency, Charles W. 
Wrigley Co.; artist and art director, 
Otis Shepard; lithographer, Gugler 
Lithographic Co. 


Beers .. . “From the Land of Sky 
Blue Waters” .. . Advertiser, Theo. 
Hamm Brewing Co.; agency, Camp- 
bell-Mithun; artist, Carl Paulson; art 
director, Don Young; lithographer, 
U. S. Printing & Lithograph Co. 


Wines & Liquors... . “Please...” 
... Advertiser, Petri Wine Co.; agen- 
cy, Young & Rubicam; artist, Lonie 
Bee; art director, Donald F. Stern- 
loff; lithographer, Gugler Litho- 
graphic Co. 


Gasolines & Oils . . . “Registered 
Rest Room A Texaco Dealer Serv- 
ice” ... Advertiser, Texas Co.; agen- 
cy, Cunningham & Walsh; artist, 
Mary Mayo; art director, Leslie Bea- 
ton; lithographer, Spurgeon-Tucker 
Co. 


Local... “Clean”... Advertiser, 
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a Sales force 
that sticks 
to the job! 


ecals 
are permanent... colorful 


a 


Place your brand name before the pub- 
lic and keep it there with attention get- 
ting, permanent window valances and 
signs, truck decals. 


Taentity 


As product nameplates, they're easy to 
apply, stick to their job. Dealer service 
decals back up franchised dealers with 
instant identification. 


Brilliant colors, creatively designed, PF 
decals give the effect of individual hand 
painting for ornamentation. 


Seu 


At the point of purchase, turn impulses 
into sales with dynamic, colorful decals 
that help you cash in on your national 
advertising. 


Learn how PF decals can aid in selling your 
product. Art services, consultation, and es- 
timates without obligation. Send coupon to- 
day for FREE informational booklets. 


PALM, FECHTELER & co. 


85 MAPLE ST., WEEHAWKEN, N.J. Dept. AR5 
Please send me your FREE Booklets: 


—— PF Window Valances and Window 
Signs 


—. How leading advertisers use decals 


Nene __._._. 


| 
—. Decal-Warys to Sales 
| 
| 
| 
| 
| 


Zone___State 


. for more details circle 732, page 105 


76° ar ¢ May 1954 





Commonwealth Edison Co.; agency, 
J. R. Pershall; artist, Phil Kiser; art 
director, William E. Sproat; litho- 
grapher, Conway Advertising Prod- 
ucts. 


Auto Accessories . . . “Sure-Footed 
Safety” ... Advertiser, American Oil 
Co.; agency, Joseph Katz; artist, Al- 
bert Staehle; art directors, Morris 
Needle and Harry Kullen; lithogra- 
pher, Gugler Lithographic Co. 


Bread, Flour & Baked Goods... 
“Full Breadbasket” . . . Advertiser, 


Interstate Bakeries Corp.; agency, 
Dan B. Miner; artist, Gordon Pro- 
vansha; art director, Richard G. Wil- 
liams; lithographer, Schmidt Litho- 
graph Co. 


Food Products .. . “Deliciously 
Yours” . . . Advertiser, Hunt Foods 
Inc.; agency, Young & Rubicam; art- 
ist, Marcel Olis; art director, Robert 
Wheeler; lithographer, Gugler Lith- 
ographic Co. 


Automobiles . . . “Who Needs Mus- 
cles?” . . . Advertiser, Ford Motor 
Co.; agency, J. Walter Thompson; 
artist, Al Buehl; art director, George 
Booth; lithographer, U. S. Printing 
& Lithograph Co. 


Trucks .. . “Rugged and Reliable!” 
... Advertiser, Chevrolet Motor Di- 
vision, General Motors Corp.; agen- 
cy, Campbell-Ewald; artist, Noel 
Sickles; art director, Halsey David- 
son; lithographer, Gugler Lithogra- 
phic Co. 


Painted Bulletins . . . “Doorman” 
. . Advertiser, Sheraton Corp. of 
America; agency, Batten, Barton, 
Durstine & Osborn; artist, Harvey 
Kidder; art director, Aldo Casi. 


Painted Bulletins (Embellished) 
... “Crisp, Delicious Apples” .. . 
Advertiser, Washington State Apple 
Advertising Commission; agency, Pa- 
cific National Advertising; artists, 
Donald S. Ross and Larry Rehag; art 
directors, Gino Raffaelli and Walter 
Graham. 


Special (Safety) ... “Please Drive 
Carefully” ... Advertiser, Esso 
Standard Oil Co.; agency, McCann- 
Erickson; artist, Ray Spreter; art di- 
rector, Herbert Noxon; lithographer, 
Continental Lithograph Corp. 44 


Fedway Stores Adopt 
New Plexiglas Signs 


Dramatic identification, day and 
night, of Fedway stores in the South- 
west and West is being obtained 
through the use of interior-lighted, 
custom designed, acrylic plastic let- 
ters. Signs featuring these letters are 
already in use in Wichita Falls, 
Corpus Christi, Amarillo, and Long- 


Dramatic Identification .. . Workmen 
install one of Fedway Stores’ new plastic 
signs in Wichita Falls, Tex. The new series 
of identification signs use Plexiglas letters 
to obtain maximum day and night dramatic 
effects. 


view, Tex.; in Westwood, Cal. and Al- 
buquerque, N. M. They will also be 
used in stores in Pomona and 
Bakersfield, Cal. 

The signs, built by White Way 
Neon Service Inc. (New York), were 
made in two sizes—40’ and 27’ high. 
On 40’ signs, the letter “F”’ is approx- 
imately 10’ high and 8’ across the top. 

All letters were made of black 
Plexiglas with outline strips of white 
translucent Plexiglas set into the 
faces. The letters appear three-di- 
mensional, with open backs, and are 
mounted away from the metal body 
of the sign. Neon tubing inside each 
letter illuminates the white outline 
strips at night and also throws sharp 
letter outlines against the back- 
ground. 

Daytime legibility and appearance 
are equally good because of the con- 
trast between the white strips and 
the broad-stroke black letters. Plas- 
tic fabrication for White Way is by 
Fox Plastics Corp., New York). 4 4 


. WUNDA WEVE 
Americas most wanted 


CARPET 


i WUNoA LOOM WUMROA LUKE «© WUNOA CREST 


W. A. ENHOLM 4109 OAKLAWN 


Night & Day .... This new Scotchlite 24- 
sheet poster for Belrug Mills Inc. is visible in 
bright colors night and day. Designed with 
the Belrug color wheel and lettering in full 
color, the dealer's name, also in Scotchlite, 
appears in white letters on a black back- 
ground in a privilege panel beneath the 
sign. Belrug is offering the sign to authorized 
dealers—this one was erected on Highway 
75 near Dallas. 





Nighttime Glow Decals 


Described in Folder 


Samples of night visibility decals 
are attached to a descriptive folder 
issued by Luminous Decals (Avon, 
O.). Two types of decals are shown— 
one that is luminous in the dark 
without a light source, and the other 
that is light reflective—it glows under 
a beam of light. 

The folder suggests a variety of 
uses for the decals. The luminous 
decals are especially suitable for use 
as children’s premiums and as labels 
on toys, while the reflective type are 
best used as highway signs. 

Also described in the folder is 
Luminous Decals’ triple visibility de- 
cals—decals that are both luminous 
and light reflective. 


For your copy circle No. 630 on the 
Reader’s Service Card inside back cover. 


Summer Sunburst Window shop- 
pers may be surprised to see this mythical 
fellow glowing at them in a display of 
summer items. Called the translucent 
Summer Sunburst, the display piece was 
made of Plexiglas, silk screened in shades 
of yellow and brown. Cut-to-shape 
wrought iron rods of various lengths ra- 
diate from all sides of the sunburst. The 
decoration was produced by W. L. Stens- 
gaard & Associates (Chicago). 


Gale Dorothea Offers 
Window Tapper Device 


A new low-cost window tapper 
device has been developed by Gale 
Dorothea Mechanisms (Elmhurst, N. 
Y.) It can be used by itself or incor- 
porated into a cardboard display. 
Placed against a window pane, a 46” 
diameter copper wire with a 4” 
brass tip is lifted and dropped by a 
crank action to strike the glass re- 
peatedly. The frequency of the taps 
can be regulated. 

One of the uses suggested for the 
units is to incorporate it into the fig- 
ure of a woodpecker which taps on 
the window and attracts attention to 
the display. a4 


GOA “‘catches the 
eye”’ with anima- 
tion plus light. 
This revolving 
E-Z Cooker dis- 
play is one more 
~ example of the 
. GOA “know-how’”’ 
that spells adver- 
tising impact. 
And GOA can 
do the same out- 
standing job for 
you in commercial and identification signs 
as well as 24-sheet posters, painted bulle- 
tins and spectaculars. 

Whether you need one sign or a thou- 
sand—for a complete job from design to 
installation to maintenance—the experi- 
ence of the entire GOA organization is at 
your service. 


yar ro 


tb 
2 DEAS 


Gi 
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Call your nearby GOA branch office 
for full information or write: 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 


LONELY? 


You won't be with the kind of re- 


sponse your sales message gets from 
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VITRALUME SIGNS 


in Lifetime Porcelain Enamel 
Advertise — Identify 





Advertising Requirements 
the most responsive magazine in busi- 
ness publication history. 


any Size ... Shape... «Colors 


PORCELAIN ENAMEL FINISHERS 
3221 W. 30th St. * Chicago 23, Ill. 
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. 

oo member of the Collins, Miller 
cs? Hutchings organization 1s proud of the 
fact that we are America’s finest photo- 
engraving plant. We know however that 
to retain this reputation we can never 
take things easy for even a moment. 

No plate we deliver can ever be just 
‘good enough.” It has to be the “very 
best plate” that skilled craftsmen and 
fine equipment can produce. Every 
plate we make must stand on its own 


merit and not on our reputation. 


Collins, Miller 


& Hutchings INc. 


207 North Michigan Avenue 


Chicago 1 
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Contributing to the growth of roto- 
gravure in publication and package 
printing are seven major variations 
of the basic gravure process, al- 
though each is not available in every 
plant. Before considering any method 
of reproducing copy through gra- 
vure, the advertiser should bear in 
mind how these attempt to shorten 
and simplify the steps between copy 
and copper, while improving the 
quality of reproduction. 

All seven are based on the funda- 
mental gravure principle of printing 
from recessed wells that hold ink on 
the printing surface. All offer the 
same advantages of vivid, accurate 
color reproduction at high speeds on 
inexpensive grades of paper. All 
work from the same kinds of copy 
prepared in the same ways, with the 
exception of Convertype. 

Conventional Gravure is the oldest 
technique, followed by the News- 
Dultgen Process, invented in 1937 by 
Arthur Dultgen of the New York 
Daily News—the first major refine- 
ment in gravure production. Other 
methods are the Henderson Cylinder 
Engraving Process, used by most 
packaging printers, and four new 
ones, the Alco Process, the Devers 
Method, Taglio Types and Conver- 
type. 

In gravure the basic problem is 
to translate photographically the pat- 
tern of color tones, highlights and 
shadows in the advertiser’s copy into 
a pattern of recessed wells on the 
printing surface. From these wells 
the values in the original copy are 
reproduced on paper, boxboard, foil 
or other material. Let’s take each of 
the seven methods, and see how they 


differ. 


PHOTOENGRAVING & PLATEMAKING 


athods for 
avure 


aAproduction 


> Conventional The first step 
in reproducing color copy in this 
method is the making of separation 
negatives, one for each of the four 
colors used in full-color printing, by 
photographing the copy through a 
different filter for each color plate. 
After the plates are retouched, they 
go to the layout department, where 
the various elements of a page or 
label are assembled in correct rela- 
tionship as they will appear in the 
final reproduction. Then the job goes 
back to the camera for the making 
of continuous tone positives. Follow- 
ing further retouching, the images 


Square Wells 


Round Wells 


Depth of Wells 


on the four glass positives are trans- 
ferred to their respective printing 
cylinders via carbon tissues. 

Carbon tissue is a pigmented gela- 
tin emulsion coating on a paper base 
made sensitive to light by immersion 
in a solution of potassium bichro- 
mate. After drying, it is placed in a 
vacuum frame in contact with a 
crossline gravure screen and exposed 
to light, the light passing through the 
transparent lines of the screen hard- 
ening the tissue and causing the 


screen pattern in the tissue to be- 
come insoluble in water. 

When the carbon tissues are ex- 
posed to the positives, light hardens 
the tissues in varying degree corre- 
sponding to the tone values in the 
positives. Then the four carbon tis- 
sues are laid down separately on 
copper cylinders and the paper back- 
ing is removed with hot water. A 
coating of gelatin remains on the 
cylinder and this serves as what is 
called a resist, controlling the depth 
to which the cylinder is etched. In 
the etching operation, perchloride of 
iron in varying strengths is poured 
over the cylinders until the pattern 
of high lights and shadows in the 
advertiser's original copy becomes a 
corresponding pattern of shallow and 
deep wells in the surfaces of the 
cylinders. Then the cylinders are 
ready for proofing in their respective 
colors—yellow, red, blue and black. 


» News-Dultgen The steps in 
this process are the same as in Con- 
ventional up to continuous tone posi- 
tives, when an additional operation 
is introduced. The negatives are 
photographed again, this time with 
a 120 or 150-line halftone screen in 
the back of the camera, the result 
being a second set of positives, 
known as screen or halftone posi- 


Varying Well Size 


Depth of Wells 
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it IS True... 


what they say about 
WOODBURY 


LETTERHEADS! 


“You have designed ouf letter- 

head to be in harmony with our 

company name and the finished job far 

exceeded our expectations. We have had\ many 
compliments on this distinctive stationery.” 


The letterheads, enve- 


lopes oul business cards SPP tO COONS Stele © secreees OCENED 6009 teseesegs 
which you have been 

doing for us over the 5 5 Monarch 

past many years are 


UTE INSURANCE Company 
outstanding in both ee emma 
quality and design.” 


Z, 
Sramingham 


~~~ TRUST COmpany > F “We, too, are proud 
t | to use our new let- 
==. —=- t terheads, as we 


think they are won- 

derful in every way. 

May I thank you 

and your associates 
for the careful attention given to the order, and 
the excellence with which it Was produced.” 


“The writer cannot 
miss this opportunity 
of telling you how 
much we like the let- 
terheads, billheads, 
envelopes and busi- 
ness cards which you 
recently designed 
\ and produced for the 
} Florence Textile 
, Finishing Co.” 


“In view of the fine compliments we 

have received on our present letter- 

heads, you may be assured of our business in the 
future on all stationery items.” 


Wiens in improving your letter- 
head? A request on your business sta- 
tionery will bring a WOODBURY 
letterhead sample kit . . . and any helpful 
comments about your present design that 
we can make. Address your inquiry to 
the attention of George D. Murray, 
General Sales Manager. 


WOODBURY 
AND COMPANY 


INCORPORATED 
11 CHADWICK SQUARE 
WORCESTER 5, MASS. 
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tives. The image on both the con- 
tinuous tone and halftone positive 
is then transferred to the printing 
cylinder in precise register by carbon 
tissue, and etching proceeds as in 
Conventional. 

However, there is an important 
difference in the finished cylinder. 
The introduction of the screen or 
halftone positive results in a pattern 
of recessed wells that vary not only 
in depth but also in the size of the 
dots. The advantages of this process 
are many. By providing control over 
the depth of etch and size of dot, 
these two factors permit retention of 
all detail in the copy without flatten- 
ing out the tone scale. It also simpli- 
fies the etching process, assuring 
greater fidelity of color when dupli- 
cation of etch is required for multiple 
images or duplication of cylinders. 

The halftone screen also contrib- 
utes to greater uniformity or results. 
On the press a steel doctor blade 
(Anglicized from the German 
ductor)is in constant contact with 
the cylinder as it revolves, scraping 
off excess ink immediately before 
each impression is made. This means 
not only less wear on the light tones, 
longer life for the cylinders and 
greater uniformity of printing, but 
also makes possible more re-etching, 
burnishing or other corrective work 
on the cylinders. 


> Henderson . . . This process intro- 
duces important modifications to two 


Light-Sensitive “Top” 
Cylinder 


Positive 


Varying Well Size 


Buanr 


Depth of Wells 


of the operations found in the older 
gravure methods. In place of carbon 
tissue, its substitutes a mechanical 
method of coating the cylinder di- 
rectly with a light-sensitive top on 
which a halftone positive is exposed. 
This simplifies etching by making it 
possible to engrave a cylinder me- 
chanically with a single solution of 
acid instead of several of varying 
strengths. All halftone dots are 
etched to uniform depth, with tone 
gradation being obtained by varia- 
tions in the size of the dots. 

The process requires equipment 
especially designed for this process 
and not used in other gravure meth- 
ods: a positive line-up table, a cylin- 
der coater, a photo transfer printer, 
and a cylinder developer, etcher and 
clean-up station. At present the 
process is used mainly by package 
printers, who require accuracy of 
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. This is what I call a deep etch, Murphy!” 





(10) TO (33) SCREEN IN ONE HALFTONE! 


You catch and hold interest when you step up the 
impact of your advertising illustrations! Superior 
can help you do that without changing the original 
art or photography. Engraving techniques and 
arrangements not commonly used often add that 
extra visual power the sales message needs to get 


and hold attention. A typical example of one idea 
is pictured here. 


Superior Technical Service Men are highly trained. 
They know all the “tricks of the trade.” Chances 


are they can lend you valuable aid in adding that 
extra wallop you want in your letterpress or offset 
plates. And Superior’s big day and night shops can 
ease the burden of pressing closing dates. 


More and more of Chicago’s most critical plate 
buyers are depending on SUPERIOR for IDEAS 
and for the consistent speed and quality they need. 
You'll profit, too, by discussing your current plate 
jobs with a Superior Service Man. Will you tell us 
about your needs, today ? 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago 10, Illinois ¢ Telephone SUperior 7-7070 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting @ Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 
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register and multiple image repro- 

ductions, generally line or solids, and 

in certain cases, tone or process. 
/re~ light —“* 

Z : ‘ \ 

Ultra-Violet 


. me 
cs 


Positive 


Size of Wells 


wr 


Depth of Wells 
>» Alco Patented by the Alco 
Gravure Division of Publication 
Corp., this process is based on a new 
high-speed photographic film de- 
veloped by du Pont and called Roto- 
film. This takes the place of carbon 
tissue. No halftone plate is required. 
Unlike carbon tissues, it can be 
stored for long periods without re- 
frigeration and permits the use of a 
densitometer in checking densities, 
thus making possible more accurate 
control when duplicate resists are 


Yellow *. 
eR 


—_— 


< Magenta Screen 


required. In cases where duplicate 
cylinders must be made in distant 
plants, as in the printing of nationally 
syndicated Sunday supplements, Ro- 
tofilm resists can be shipped safely 
and inexpensively. This eliminates 
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the high cost of shipping glass posi- 
tives required for duplication in most 
other gravure methods. 


> Taglio-Types . . . Until the devel- 
opment of Taglio-Types, the normal 
procedure in making News-Dultgen 
gravure engravings has been for the 
gravure engraver or service house to 
make a set of retouched positives 
from which a set of engraver’s cop- 
per plates were etched and proofed. 
After correction of the first proof on 
the engraver’s copper, new proofs 
were made and a set of progressive 
proofs submitted to the customer for 
approval. Corrections were then 
made on the engraver’s plates. 

New proofs were pulled and when 
these were approved, the original set 
of engraver’s positives and the dupli- 
cate positives were then retouched 
and corrected by hand to conform to 
the corrections which had been made 
on the proof plates. 

Taglio-Types were developed to 
eliminate the possibility of discrep- 
ancy between the engraver’s plate 
corrections and the retouched posi- 
tives. The Taglio-Type is an ink mold 
on a transparent Vinylite or glass 
base that represents the actual con- 
tours of the etched cells in the en- 
graver’s proof plate after corrections 
have been completed. It is made by 
printing the Vinylite on an engrav- 
er’s proof press in the same way that 


single proofs are printed, except that 
black ink is used for all cylinders. 
Because Vinylite does not absorb or 
blot up ink as paper does, the ink 
lies on in varying thicknesses in di- 
rect proportion to the depth of the 
etched dots. The Taglio-Type is then, 
in effect, a mold of the engraver’s 
proof plate. 

This Taglio-Type is sent to the 
printer in place of the usual continu- 
ous tone retouched positive of a 
News-Dultgen set. He exposes it on 
carbon tissue or Rotofilm in combi- 
nation with the original News-Dult- 
gen halftone screen positive in the 
same way he would handle any set of 
News-Dultgen positives. 

The essential feature of this meth- 
od is that corrections made on the 
engraver’s proof plates are automat- 
ically incorporated in the Taglio- 

Rubber Cylinder 


VINYL 
> - 
Etched 
Cylinder 


- VINYL 


Enlarged View of X Section 
of Printed VINYL 


Types without further retouching 
and with no additional equipment or 
special handling thus assuring 


ae a 


When time is important—for fast, de- 
pendable service with top quality, you 
can depend on Lake Shore to come 
through “in the pinch’’— for that’s a 
We) Mlle MoCo h la Col 
Tate eM ieee CL edt 
types, reprints and shipping. The largest, 
most complete filing service on dealer 
oy Mee M CCl ul lala 


EY STE: aaa Ae 


1224 West Van Buren Street 
Ota lel MAME 


Sy 
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Eleventh in a Series of Tributes to American Advertising 


From J. W. Clement Co. 
full page, four-color advertisement 
appearing in Fortune 


Advertising Manager 
W. C. THOMAS 
J. W. Clement Co. 


Production Manager 
ROBERT SCHIMPF 
Baldwin, Bowers and Strachan, Inc: 


Art Director 
PETER VAN SCOZZA 
Baldwin, Bowers 
and Strachan, Inc. 


@ black & white 


r *. © color process 
a for letterpress 


= ‘ @ color offset 
we reproduction 


QUALITY CONTROLLED TO PUBLICATION STANDARDS 


JAHN & OLLIER ENGRAVING COMPANY 


Chicago's largest fine photoengraving plant... 817 West Washington Blvd., Chicago 7 + MOnroe 6-7080 
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ROTOGRAVURE 
PLATES 


Makers of Fine 
Printing Plates 


GRAPHIC ARTS 
CORPORATION OF OHIO 


110 OTTAWA ST. » TOLEDO 4, OHIO « PHONE GARFIELD 378! 


DETROIT BRANCH CHICAGO NEW YORK 
825 West Elizabeth Street 222 West Adams Street 122 E. 42nd Street 
WOodward 2-9 122 RAndolph 6-5383 OXford 7-2387 
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Reluctant 
Response? 


If your ad schedule seems 
to be sitting down on the job 
without showing signs of 


response, it’s time you found out about Advertising Require- 
ments! 


In one year AR has broken all records in business paper 
history with over 151,000 requests for information offered by 
suppliers of advertising services and materials. 


That means an average of 13,148 requests each issue, from 
picked-for-buying-power readers with money to spend for your 
kind of advertising products or services. 


For response that pays off with increased business volume, 
put your sales message before AR’s 21,000 actual buyers of 


advertising services, materials and equipment. Write today 
for details. 


ADVERTISING BSQueiaen «se 


200 E. Illinois St. Chicago II, Ill. 
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the printer and advertiser that cor- 
rections made on the engraver’s 
proof plate will show up accurately 
in the production run. Further, last 
minute corrections can still be made 
by retouching on either the Taglio- 
Type or the duplicate News-Dultgen 
halftone positive. Taglio-Types are 
being developed for use in other gra- 
vure processes. 


> Devers Method . . . The Devers 
Method produces a printing cell that 
varies in both depth and size by using 
a single set of specially processed 
halftone positives. No continuous 
tone positive is used. The process fol- 
lows the steps in the News-Dultgen 
method up to making the halftone 
positive. The Devers Method uses a 
normally made _ halftone positive 
with a silver dot image. This is 
treated by the special Devers proc- 
ess which introduces a magenta dye 
color component in each dot. This 
magenta dye permits a more gradu- 
ated etch, comparable to using a con- 
tinuous tone image. Because of dye 
color and its relationship with the 
silver in the dots, the processed half- 
tone positive is called a correlated 
positive. 


Varying Well Size 


| 


Depth of Wells 


Retouching affects only the half- 
tone dot and can be applied over-all 
or to selected areas. Density of the 
processed dot can be decreased with- 
out appreciably changing its print- 
able size. Densities are increased in 
a manner similar to the dye re- 
touching method generally used in 
gravure. It is possible to retouch and 
then intensify back and forth as 
many times as necessary without 
danger of destroying the dot. 

Devers positives have tone values 
represented by dots ranging in size 
from pin points to those large enough 
to be joined at the corners in check- 
erboard fashion. With the Devers 
Method it is possible to set up a 
standardized etching procedure that 
will enable the operator to handle 
every cylinder in the same manner, 
and it is rarely necessary to use 
weaker acid solutions to force in light 
tones. Small dots in light tone areas 
are etched deeper than in other proc- 
esses, giving finished cylinders long- 
wearing characteristics on the press. 





eas 
ar 


MIDDLE TONE 


SHADOW 


> Convertype ... This process takes 
finished letterpress photoengravings 
or offset positives or negatives and 
converts them into gravure positives. 
The essential feature of this process 
is a mechanical method of splitting 
the halftone dots in the letterpress or 
offset material and converting them 
into a gravure line image by expos- 
ing the halftone image through a 
fine-line conventional gravure 
screen. 

In cases where multiple impres- 
sions of the same image are needed, 
as in package printing, the gravure 
line images can be transferred by a 
step-and-repeat machine onto large 
flats. After the positive flats are 
made, they are ready for carbon 
printing and etching. Only one ex- 
posure for each flat is required on 
the carbon tissue because the screen 
is carried in the positive. A minimum 
of staging is necessary because dots 
appear only where the work is to 
print. Etching requires two or three 
acid solutions. This simplified etch- 
ing process makes duplication of cyl- 
inders relatively easy. 44 





“If you think my layout stinks, Fentlick, I'd 
rather you'd come right out and say so!” 





W! ANOTHER 
NORTHWESTERN | 


To bring our customers the fastest serv- 
ice, we have installed two-way Radio 
Units in each of our five (5) delivery 
cars. Just phone STATE 2-3939 for a 
“pick-up”, we radio the car closest to 
you, and in a jiffy, your artwork is 
being reproduced into a quality Photo- 


Engraving, in our 24 HOURS A DAY 
PLANT. 


Phone STATE 2-3939 


The installed unit for 24 hour a day service 


in one of our 1954 
Plymouths. 


NORTHWESTERN 
PHOTO ENGRAVING CO. 


328 SOUTH JEFFERSON ST., CHICAGO 6, ILL. 


The first Quality Photo-Engraving Plant 
with a complete two way Radio System 
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Most any modern engraving 
plant could produce our 
kind of engravings... pro- 
vided its craftsmen exercised 
the same painstaking care 
we do, used the same skills, 
applied the same techniques, 


Color and black-and-white, 


Thomas F. McGrath 


and Associates 


NIGHT SE 
SS > Wiinols 


GS 
10 ENGRAVIN 
_ Elaware 1-5\4 


_ Winols Street 
160 E en © 
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No matter which you use... 


EVERY 


Many projectors LOOK somewhat alike, 
in appearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 


lifetime! 


V-2€ -V-22C -V-25C 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds. V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 


lenses. 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16" 
—two permanent needles 
on twist arm. 33!/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9" detachable speaker 
for 500-watt projector. 


‘ VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer, Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 


V-4S — V-44S 
For single-frame _ filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5" and 7" focal- 


length lenses available. 


VIEWLEX AP-7CT 


For professional use where 
size of audience demands 
extreme brilliance. For sin- 
gle and double frame, ver- 
tical and horizontal film- 
strips and 2 x 2 and Bantam 
slides. Finest optical system 
ever devised. 750-watt. Mo- 
tor fan cooled. 


Hi i) , 
w P 


STRIP-0-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors (il- 


lustrated here with V-25C). 


Write Dept. AR-5 for colorful illustrated literature. 


“Change-O-Matic” Automatic slide A 
aaelil Melee ilel- (hoe -l) lee | te | 
metal, or tape slides intermixed. 


35-01 QUEENS BOULEVARD 
LONG ISLAND CITY 1, N. Y. 
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By Robert L. Greenwell 
Art Director 
Ferber Presentation Studios 
New York 


Every good sales presentation must 
start with good copy—the better the 
copy, the better the presentation. A 
good designer can add to the inter- 
pretation and amplify the copy with 
graphic devices—but he cannot inject 
life into dead copy. Good presenta- 
tion copy should be as brief as prac- 
tical, and since short copy means less 
lettering and type setting, it is the 
first step toward producing your 
presentation more economically. 

While outlining and writing your 
presentation, it will save many art 
hours if you prepare a rough layout 
or dummy. This “copy dummy” will 
show you where copy is too long for 
easy reading or too complicated for 
visualizing. A dummy will also aid 
in determining the amount of art 
and graphics needed for pacing and 
emphasis. 

At this stage it is easy to tell if 
you are getting into elaborate and 
expensive art treatments and pos- 
sibly save a rewrite job later. With 
the help of this rough dummy, set 
an approximate budget on the job. 
When you are ready for 
give the studios some idea of the 
budget limitations; it will be of con- 
siderable help to them in determining 


estimates, 


the quality 


and 
therefore make their estimates much 
more accurate. 


you are seeking 


»>Once you have decided on the 
studio to do the job, it will help re- 


duce their production costs if the 
job is neatly typed and complete. 
Remember to give them an extra 


carbon to eliminate delays from lost 
copy, etc. Be sure all graphs are 
accurate, and whenever possible 
plotted on graph paper. The plotting 
will eliminate errors and save time. 

Probably the biggest headache in 
presentation costs is overtime on 
production. Many a $500 job has 
wound up costing $1,500 because of 
week-end work when copy wasn’t 
prepared early enough. The sensible 
and most economical procedure is 
to determine the number of working 
days the studio needs, without over- 
time, to produce the job. Then set 
copy deadlines accordingly. And 
don’t forget to add a couple of days 
for your rehearsal after 
delivered. 

In the design of any presentation 
the layout man should design to fit 
a specific budget. There are a few of 
the unlimited budget jobs around 
but the studio usually has a difficult 
time when they send the bill. A good 
designer, thoroughly familiar with 
production techniques, is of vital 
importance at this stage. Working 
within the budget, the designer 


the job is 


can 
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AUDIO & VISUAL AIDS 








itions 


plan the maximum amount of art, 
lettering, type, etc., possible to give 
you the most effective job for your 
money. 


>The designer must consider the 
size of the audience and judge the 


page size, lettering visibility, etc., 
accordingly. He must also consider: 
How many copies are to be used; 


number of times presented; how will 
it be carried? What stock is durable 
and doesn’t fingerprint easily? What’s 
the budget? With these basic con- 
siderations in mind, he works from 
the copy dummy and decides on the 
most suitable layout style, art, tech- 
niques, etc. 

If the job is to be lettered rather 
than set in type, he may decide on a 
Caslon style of letter because indi- 
vidual variations in letters are not 
as noticeable and thus it can be let- 
tered more rapidly. Gothic letters 
have more visibility and design pos- 
sibilities, but require 
care and money. 

Setting the presentation in type 
may be cheaper when there are sev- 


more time, 


eral copies involved, although silk 
screen, offset, and photo copies are 
possibilities to consider. For small 


audiences, using Linotype or jumbo 
typing where possible will save on 
expensive hand type. Simple design 
tricks, such as setting type in un- 
justified lines, flush left, also save a 
lot of time and money. 
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Like to hear 
prospects say:" 


“Now I see 


what you mean!” 
Show them with 3-D pictures 


@ Your plant is “real’’, your products are 
“there”, your services “alive’’ when you 
show them in the magic of full color, 
3-Dimensions. 

Your salesmen are assured the pros- 
pect’s undivided attention while your 
sales message is given. Compact, light- 
weight and easy to show—View-Master 
stereo pictures add a dynamic new sell- 
ing force. And it costs only a few dollars 
to equip each man. Dealers, too, find 
View-Master invaluable for showing 
products in use or taking ‘‘samples” into 
prospects’ homes. 

If you have a selling problem, big or 
small, View-Master can help you solve it. 
Phone or write the commercial producer 
nearest you, or use the coupon below. 
NEO-PHOTO, 33 West 46th St., New York, N. Y. 

Phone: Plaza 7-8566 
TRI-ADS COMPANY, 1027 N. Western Ave. 

Hollywood, Calif. Phone: Hempstead 5787 
VISUAL SALES COMPANY, 230 East Ohio Street 

Chicago, Illinois. Phone: Whitehall 4-2555 


STEREO 
SELLING | 
PICTURES © 


») Sawyers In 


SAWYER'S INC., Dept. AR 


Portland 7, Oregon 


Please send information about View-Master three- 


dimension pictures tor ommercial use 
Company Name 
Address 


City 


By 
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> Many presentations are duplicated 
in miniature and distributed to the 
audience. Designing to fit this re- 
quirement will save a lot of revisions 
and extra printing costs later. 

Recently Fuller & Smith & Ross 
Inc. was faced with preparing a 
presentation and sending duplicates 
to each of the client’s distribution 
offices. Slides seemed like the best 
method of duplication but they still 
wanted to make the initial presenta- 
tion on large cards as a test. To solve 
this, the original art was prepared 
very large but scaled to slide propor- 
tions. This was used for the presenta- 
tion test and after minor corrections, 
duplicated on slides. The slides were 
less expensive and could be used 
with audiences varying from three to 
350 persons. 

The average presentation page is 
viewed less than 30 seconds and it 
is an unnecessary expense to go into 
highly detailed art and illustration. 
The art should be of the highest 
practical quality, but simple in both 
idea and treatment. Its sole purpose 
is to convey an atmosphere or idea 
—and the quicker it does its job, the 
better the presentation. Remember 
the size of the audience and the dis- 
tance from which the page is viewed 
and be certain they do not have to 
strain to read or understand. 


>To save illustration costs on a 
single shot presentation, clip a few 
appropriate illustrations from a mag- 
azine. Or, most stock photo houses 
charge only $7.50 for a photo to be 
used in a presentation. Add photo- 
static charges and you have a fine 
illustration for under $10. 

A little imagination can also save 
you a lot of illustrations. Consider 
the situation where you want to 
show the size of the audience your 
advertising is reaching. This might 
be illustrated with your statistics 
and an illustration of a living room 
setting and a man and woman read- 
ing a newspaper—approximate cost: 
$50 and up. Now use the same statis- 
tics and drop out the background, 
leaving only the illustration of the 
two figures reading—cost: $35. Again 
with the same copy, use a stock photo 
of a crowd with lettering superim- 
posed—this will cost only $25. Final- 
ly, if you drop the illustration and 
place the copy in a simple outline 
map of the U. S., your cost drops to 
$20 or less. Graphically, the idea re- 
mains the same but the cost of pre- 
senting it is considerably different. 

There are usually quite a few 
charts in presentations simply be- 
cause they are the best graphic de- 
vice yet invented to convey com- 
parison. Generally these are viewed 
for a very short time and therefore 
should be as simple as possible. Com- 


Chance to Sound Off . “What's hap- 
pened to the nickel cup of coffee?’’ is 
the question being recorded on tape by 
pretty radio, stage and tv actress Janet 
DeGore. Janet was among visitors at the 
National Photographic Show in New York 
who were given a chance to tape record 
their objections to coffee prices by Ampro 
Corp. (Chicago). Ampro will send the 
tapes of protests to the Senate committee 
investigating present high coffee prices. 


plicated plottings not only confuse 
the audience but cost you more 
money. Use of cutout paper, colored 
transparent tapes, and eliminating 
all but essential figures are sound 
economy and good practice. 


> Bindings represent a considerable 
part of presentation costs since they 
must usually be custom made. Amer- 
ican Weekly wisely standardized the 
bindings, page size and stock in all 
their presentations so bindings could 
be reused many times. Such stand- 
ardization allows pages to be inter- 
changed as well. Acetate sleeves in 
a loose leaf arrangement are very 
practical for adding new prices, rates, 
or a different opening for repeat 
calls. If multiple copies are being 
ordered, be sure to order a spare 
binding or two as a replacement for 
worn or lost copies. 

Check with the salesmen actually 
putting the presentation to use; they 
usually have very helpful sugges- 





SELLING THE 
HOUSEWIFE 


“One of you put on this mustache . . . This 
presentation hasn't been out of the room!” 





Next to 


the real thing 


in a real good 
portfolio... 


Here’s a case in point: All the sales- 
men couldn’t carry all the line all the time. 

So it was decided to give each man a complete set of 
photographs—in a handsome Kodapak Sheet portfolio. 

And a wise decision it proved to be! 

Because Kodapak Sheet is crystal-clear . . . because it is 
free from bubbles and surface defects . . . photographs 
show up sharp, color-true, free from distortion. And 
because it’s tough, durable and long-lasting, it protects 
original selling sparkle month after month. 

No wonder Kodapak Sheet is preferred for portfolios, 
advertising displays, signs, novelties, office supply items. 

For names of firms supplying or using Kodapak Sheet, 
call our representative or write: 

Cellulose Products Division 
Eastman Kodak Company, Rochester 4, N. Y. 


NEW...ALL NEW! 

Write for new edition of “Properties 
of Kodapak Sheet” just printed. Four 
pages packed with facts about Kodak 
cellulosics. 


Sales offices: New York, Chicago, Dallas. 

Sales representatives: Cleveland, Philadelphia, 
Providence. 

Distributors: San Francisco, Los Angeles, 
Portland, Seattle (Wilson & Geo. Meyer & Co.); 
Toronto, Montreal (Paper Sales, Ltd.). 


Kodapak Sheet “Kodapak” is a trade-mark. 


MAKES GOOD MERCHANDISE SELL BETTER 
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tions as to size, binding style and 
materials. Certainly they will prefer 


1 | a lightweight presentation that can 
| (OR ee wASIH) be handled and carried easily. If it 


will be taken on trips, a zippered 


CONTINUOUS ADVERTISING canvas case is worth while as pro- 
FLOOR ‘ tection against rain and scuffing. If 
MODE, 2x2 SLIDE PROJECTORS it is small, be sure it fits in a normal 


75. briefcase. 
° | Hew Method 
Merchandising For all the help any studio, type 


Pictur-Vision Point of Purchase Continuous 2x2 Slide Pro- shop, bindery, etc., can give you, any 
jector is the NEW way of MERCHANDISING in Department, presentation is a waste if it doesn’t 
Variety, and all types of Retail Stores. Use 16 beautiful 


Kodachrome Slides with each slide in view for 6-8-or 12 serve its original purpose of selling. 
seconds, whichever preferred, to sell at the point of pur- The most important economy Is get- 
chase. Complete story can be told on any one product or ting your story and facts well pre- 
each slide can show a different product. sented. Then pick suppliers who are 
: . well equipped to handle the job in- 
sainiaitiiilt Equipped with Famous 


telligently —and be sure to allow 


$29500 SOLARBRITE OPTICAL SYSTEM them the time to save you money. 44 


Forced Air Cooling System 
3" Coated Objective Lens 


750 watt, 200 hour projection lamp Porta ble Arc Projector 
Pictur-Record to hold 16 2x2 glass : 
COUNTER mounted slides Manufactured by Victor 
MODEL Slides change every 6, 8, or 12 seconds 
7 Push Button Remote Control A completely new 16mm arc mo- 
7-C 16" TV type Screen ; tion picture projector has been pro- 
Sturdy lightweight metal construction dal ter Wieter Animatograph 
Maple Hammertone Finish . . p 


Corp. (Davenport, Ia.). Called the 

Victor 1600 Arc, the projector is 

easily portable for use in business 

auditoriums, convention exhibits and 

PRICE ONLY i ‘ small theaters. The Victor 1600 Arc 

$19500 Picture Recording Company consists of three basic pieces—recti- 

OCONOMOWOC, WISCONSIN fier, speaker and arc lamp house. 

These units, finished in sage-green, 

can be assembled and the arc in op- 
eration in less than five minutes. 


THE MOST BRILLIANT PICTURE AVAILABLE 
IN CONTINUOUS ADVERTISING PROJECTORS 
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The source of illumination for the 
projector is a new self-contained, 
portable arc lamp house. The new 
lamp house has a built-in ammeter 
for checking current supplied to the 
carbons, assuring maximum light 
and constant illumination on the 
screen. Priced at $1,845, standard 
equipment includes rectifier, ampli- 
fier, projector, bass-reflex speaker, 
keyed cables, 25 sets of carbons, 
1600’ reel, oil kit, power cord, speak- 
er cord, and other accessories. 44 


: a. 
4 1708 W. WASHINGTON 
le (7) La eR NAVA Film Conference 
. for more details circle 746, page 105 To Be Held May Z. 8 


The National Audio-Visual Assn. 
Film Conference will be held in New 


A R than any other publication. York City’s Park-Sheraton Hotel, 


May? May 7, 8, instead of Apr. 9, 10 as 
If you sell advertising originally scheduled. The change 





REACHES services, materials and was prompted by the possibility that 

. film library owners might not be able 

MORE equipment to or through to attend because of the Lenten sea- 
son. 


: ADVERTISING Geese, Four ad in AR The program will deal with all 


will reach the top in phases of the film business, including 
AGENCIES educational, religious, entertainment 

response. and informational 16mm films and 
their distribution and use. Several 
projection equipment manufacturers 
will hold dealer meetings during the 
conference. 44 





ADVERTISING REQUIREMENTS 
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Bring your products to your prospects... 


with the first really perfected 3-D projector 


Compeo Frieuel 


my ante Projector 


For showing life-sized three dimension views of complete installations, heavy 
equipment or extensive lines at sales meetings, prospect's offices, conventions, 
training sessions...this new, truly practical stereo projector does a superb job! 
It shows three-dimension pictures in full color as big as life to one or one 
hundred people at the same time. No more need to take prospects out to the 

- job or the factory. No more expensive transporting of heavy products from 

city to city. No more selling from flat photographs or small 
nas . : pictures. The Compco Triad Stereo Projector has been tested 
The Compco-Triad is as simple to operate as any ordinary 


and adopted by leading companies. Check into this—and see 
projector because it has all these exclusive features: how it fits into your selling plans. 


e Simplified “One Knob” Lens Control eTwo 500 W. Projection Lamps on TRIAD D IV., COMPCO CORPORATION 


eliiuminated “Preview Panel” Separate nen 2253 W. St. Paul Ave., Chicago 47, Ill. 
e Perfectly Matched Projection Lenses oHlandsome carrying case available TRIAD DIV., Compco Corporation 


: 5 e DUAL PURPOSE. INSTANTLY AVAIL- 2253 W. St. Paul Ave., Chicago 47, III 
eConvenient Rear-Knob Focusing ABLE FOR USE IN SHOWING Without obligation send me prices and details on how the Compco-Triad 
eLightweight—only 19 pounds CONVENTIONAL 2 x 2 SLIDES Stereo Projector stimulates selling. 


Name_ 





For complete information on how you can stimulate your 
selling with the Compco-Triad Stereo Projector . . . Mail 
Coupon Today! 


Firm Name 


Address_ 


~ : < 
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No matter where it starts... 


the Gale in Completed 


at the Point-of-Purchase 


we 


o WeLvel 
\ | paint WITH GOLD DOME com 
; acaneees s 


Sache, Srachs “ee 
‘WasseveuPeY 


fr, 
Say 


Get Your Products where 


the Sale is Completed! 


in AMDCO Displays OF PUR, 


> 
sinc wo Chicago 50, Illinois © 4619 W. Nineteenth St. Phone: Bishop 2-1242 
New York 10, N.Y. © 2 East 23rd Street ¢ Phone Algonquin 4-1295 


fac aS FE 
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By Peg Miller 
AR Associate Editor 


The advertising manager’s night- 
mare of displays moldering in store- 
rooms or hanging askew in dim store 
corners may be banished forever. 
A. O. Smith Corp. (Kankakee, IIl.) 
and its display producer, Carter & 
Galantin (Chicago),have been brew- 
ing a “cure.” Working together, 
they’ve inaugurated a unique plan— 
a basic training course for Smith 
salesmen, covering all phases of point 
of purchase materials. 

A. O. Smith, air conditioner, water 
heater and furnace manufacturer, 
has been steadily increasing its em- 
phasis on point of purchase materials. 
This year point of purchase materials 
will account for a greater percentage 
of the company’s total ad budget than 
at any other time in the company’s 
history. But A. O. Smith also wanted 
to insure more effective use of the 
materials. 

The company got together with 
Carter & Galantin and the outgrowth 
of the discussions was that Carter & 
Galantin offered to sponsor a train- 
ing course in point of purchase. This 
special course would then augment 
an expanded salesman training pro- 
gram already being conducted by 
A. O. Smith. 


> 


1. O. 


“course” 





How to Brief 
The Sales Staff 
On Display Programs 


> The plan was initiated last month 
in Carter & Galantin’s Chicago offices 
with a group of six junior A. O. 
Smith salesmen participating. An un- 
usual aspect of the program was that 
the display producers undertook to 
orient the salesmen in the entire field 
of display materials, covering how 
displays are developed and fabri- 
cated, what consumer and dealer 
surveys are used in creating an idea 
for a display, how to set up and han- 
dle displays, etc. 

Henry Carter, president of Carter 
& Galantin, in cooperation with Wal- 
ter C. Olsen, assistant advertising 
and promotion director of A. O. 
Smith’s Permaglas-Heating Division, 
set up a schedule for the two-day 
training sessions: 


Monday 


9 a.m.—“Ten Commandments for 
Field Men” .. . talk given by Presi- 
dent Carter. Informal discussion. 
10:30—‘“What’s Behind Your Point 
of Purchase Campaign?” .. . talk by 
Lee Jones, Carter and Galantin reg- 
ional sales manager. Informal dis- 
cussion. 

12—Lunch 

1:30—‘“How does a Point of Pur- 
chase Idea Grow” .. . talk given by 
Charles Forsberg, Carter & Galantin 
art director. Informal discussion. 


Smith conferred 


WINDOW & STORE DISPLAYS 


with its display 


maker and together they planned a 
in point of purchase advertising 
for Smith salesmen. They learned all about 


displays—from idea to final fabrication. 





2:30—Conducted tour of Carter & 
Galantin’s art and production facili- 
ties. 

4—“Sales Catchers” showing 
of the Point-of-Purchase Advertis- 
ing Institute’s slide film on displays. 
Informal discussion. 


Tuesday 


9 a.m.—‘‘How to Handle and Set up 
Displays” ... talk given by Benjamin 
Nielsen, production manager for 
Carter & Galantin. 

10:30—Tour of fabrication plant. 
12—Lunch 

1:30—General discussion of the 
two-day meeting 

2:30—Written test covering the 
material presented during the ses- 
sions. 


>’ The orientation program was 
opened by President Henry Carter 
with a general outline of what it 
takes to be a good sales representa- 
tive. In his talk, Mr Carter listed 
“ten commandments” for field men to 
follow to establish good relations 
with dealers and to use their point 
of purchase tools effectively. He 
said that the points were based on 
surveys of dealers, conducted pri- 
marily to discover what dealers 
wanted and could use in display ma- 
terials. The surveys also showed what 
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dealers thought of various attitudes 
and approaches of company sales 
representatives. 

Paraphrasing the Bible, Mr. Carter 
listed these “commandments”: 
1. Set no other advertised name 
before that of your own company. 
Don’t go around feeling you are sell- 
ing an inferior product. Be com- 
pletely sold on the product you rep- 
resent—or get out. 
2. Don’t hold up the image of the 
competition in your mind. Don’t bow 
down to the competition because of 
a fancied inability to cope with its 
strong points. 
3. Don’t take the name of your 
product in vain. Even if you think 
it has some weaknesses, keep them 
secret. Don’t discuss them in public, 
talk them over inside the company 
in an effort toward improvement. 
4. Keep selling seven days a week. 
Take advantage of every opportunity 
to tell friends, neighbors and rela- 
tives about your product. 
5. Honor your dealers and their 
salespeople. Talk to them as impor- 
tant cogs. Make friends with them 
and offer them helpful suggestions. 
Try to learn their problems and re- 
port your findings back to your com- 
pany offices, in order that service 
may be constantly improved. 
6. Don’t kill the initiative of your 
dealers by neglecting to learn the 


Assembly .. . An A. O. Smith salesman 
tries his hand at assembling a display 
while two trainees kibitz during the spe- 
cial training session on displays. 


proper. use of the point of sales tools 
or by failing to get this information 
across to your dealers. Cover every 
point on a display and be sure to ask 
the dealer if there’s anything you 
missed. 

7. Be faithful to the over-all sales 
plan and the selling aids that the 
home office has devised, in order 
that your dealers may gain the maxi- 
mum benefiit from a well-integrated 


Get Lifelike Action in 
Your Displays 


With Low-Cost, BATTERY-OPERATED 


HANKSCRAFT 
DISPLAY MOTORS 


e Effective, full, correct silent motion assured 


e Long sustained motion provided for motor with single, 
standard, harmless flashlight battery 


Lightweight, compact, self-contained, stable 
No electrical outlet needed 
Economical, safe, dependable— rigid frame construction 


Z dente 
Tadley for ted 
nu PR book, 


16 pages of detailed information and drawings—on 11 
basic Hankscraft models, special motor applications 
etc. Also includes details of free engineering service 
that will help you plan the most effective animation for 


your display. 
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Name.. 


Company 


Street Address 


i cicocinin' 


The Hankscraft Company, Reedsburg, Wisconsin 
In Canada: HANKSCRAFT (CANADA) LTD., Toronto, Ontario 


Please send free book and price list on Hankscraft display motors. 


national program. Avoid keeping 
company with your own “pet ideas.” 
8. Don’t steal from the inherent re- 
sults of point of purchase advertis- 
ing by failing to do your part at the 
right time in the schedule developed 
by your sales manager. 

9. Do not bear false witness against 
your competitors. It’s just plain bad 
business to knock a competitor, be- 
cause in doing so you’re giving him 
“free publicity.” Others often think 
the knock you gave is a boost. 

10. Do not covet your competitor’s 
product, nor his low prices, nor his 
selling ability, nor his advertising 
budget. Take your own strong points 
and make the most of them. 


Factors considered in planning a 
display program were next presented 
to the group. Lee Jones, regional 
sales manager for Carter & Galantin, 
explained how information from both 
dealers and consumers was used to 
help Carter & Galantin and A. O. 
Smith decide what type of displays 
to develop. 

The primary question, Mr. Jones 
said, was: “What type of display does 
the dealer like?” Information col- 
lected by the salesmen from dealers, 
consumer and dealer surveys, in- 
cluding surveys in other industries, 
and consumer comments on displays 
was compiled and consulted during 


Dept. A R-5 
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the planning period. Competitors’ 
displays were also considered. 

Particularly important, Mr. Jones 
said, were cost considerations. First, 
of course, an effort was made to cre- 
ate the best possible display within 
the advertiser’s budget. Second, the 
display costs must be comparable to 
those of competitors’ displays or else, 
Mr. Jones said, “the dealer thinks 
he’s being taken.” (A. O. Smith re- 
quires its dealers to buy all their 
point of purchase materials on the 
theory that if the dealer has to pur- 
chase them, he will use them.) 


> Mr. Jones concluded by giving the 
field men a checklist of tips on how 
to get the best display for their line: 
e Perform all the services you can 
for the dealer. Help him set his dis- 
plays, make any suggestions you can 
to help improve his sales—and you 
might even have to help him wash 
his windows. 

e Adopt a loving attitude toward 
your product. When you enter a 
dealer outlet, walk up to the product. 
Polish it, pet it, look for a display on 
it, attract the dealer’s attention to it. 
e Check the dealer’s literature. If 
he has a rack, replenish it with liter- 
ature, or if he doesn’t have a rack, 
leave some on top of the product. 

e Check on any displays you have 
provided the dealer. See that they 
are still in good condition and being 
used to best advantage. If the dealer 
has not put up your display, try to 
pin him down to a definite time when 
he will. 

e When you bring the dealer a new 
display, help him set it up—or set it 
up for him. 

e Always consult the dealer about 
his problems and needs in display 
materials, etc. 


> In the afternoon session, Charles 
Forsberg, Carter & Galantin’s art di- 
rector, discussed the growth of a dis- 
play from idea to finished art. He 
described the meetings between Car- 
ter & Galantin and the advertiser to 
decide on size of the display, types 
of materials to be used and the gen- 
eral form the display was to take. 
He outlined the course of the display 
from ideas to a liaison between copy 
and art, then to rough layouts, to 
comprehensive layout, to the final 
fabrication of the display. 

After Mr. Forsberg’s talk, the 
trainees were taken on a tour 
through Carter & Galantin’s offices. 
As the group went through the art 
department, Mr. Forsberg explained 
the procedures and processes that 
the men observed. The tour included 
a visit to the workrooms where the 
group watched the building of model 
displays and ended with a demon- 
stration of some of the displays that 
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life of over a year! They get 100% usage. 
Hollywood Banners are budget money savers! 


Hollywood Banners don’t have to be a complete giveaway... 
dealers put money on the line for them. 


Hollywood Banners are eye-catching, glamorous, memorable. 


Hollywood Banners have become a “must” in dealer help 
programs. 


Send for this 
FREE BOOK 


It’s a “must” for every sales and ad 
executive. It’s chock-full of point-of- 
purchase product selling ideas and will 
help you wrap up a successful advertis- 
ing and merchandising campaign. 
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“Did You Say 21,000?” 


That's right!—AR’s 21,000 

readers include key executives 

in all recognized agencies and all 

listed advertisers with an ad budget of 

over $25,000. Solicit a bigger share of 
this $3 billion market with your sales message in 


ADVERTISING REQUIREMENTS 
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Yate ate O10 
with KLEEN-STIK 
NOTHIN’ STUMPS KLEEN-STIK! 


Honestly —there seems to be no end 
to new and clever uses for KLEEN- 
STIK! Every day, more people are 
finding new ways to save time... 
save money... and doa better job 
of Point-of-Sale display or labeling 
with this wonder-workin’ pressure- 
sensitive adhesive. F’rinstance: 


pet 


=> ie 3 
‘ a ¢ comme! Zroe 
Amazo aan 


INSTANT DESSERT <= ¢ 


As demonsirated by Dove woyon tod 


““Amaz-ing” Shelf Talker! 


TV star Dave Garroway “talks up” 
the advantages of AMAZO Instant 
Dessert from grocers’ shelves with 
this slick marker. It’s the brain 
child of American Maize Co.’s 
W. R. HARMAN, plus CONNIE 
VALESEY and JOEL COURON of 
KENYON-ECKHARDT’s N. Y. 
staff — with JOE MURPHY of 
FENN & FENN handling the fine 
srinting and die-cutting job. Food 
Sobel and wholesale grocers say 
their men enjoy placing these “‘nif- 
ties’’—all they have to do is p-e-e-l 
the backing from the KLEEN-STIK 


strip and press down on the shelf! 


Seeing Things??? 

Nope — those footprints on the ceil- 
ing weren’t put there by a “human 
fly” —they’re just an extra-clever at- 
tention-getter to tell Fort Wayne 
bus riders that “It’s Just a Few 
Steps to HOWARD’S Camera and 
Gift Shop.” The idea, “dreamed up”’ 
by ED WADE, Acct. Exec. for 
LOUIS E. WADE ad agency, Fort 
Wayne, in collaboration with ROD 
HOWARD, attracted a terrific 
amount of attention—and no won- 
der! Naturally, they chose KLEEN- 
STIK for the die-cut Bus Stop sign 
and footprints, because of its simple 
peel-and-press application and super 
adhesion on the curved ceilings. 


Nothin’ will stump you, either—if 
you use super-sellin’? KLEEN-STIK 
for *‘socko”’ Point-of-Purchase ad- 
vertising. Your own printer or lith- 
ographer can supply you with stock, 

and with ideas galore. And you can 
join our free “*Idea-of-the -Month” 

Club just by sending your name on 


your company letterhead. Do it 
today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Il. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Mobile . One of the displays that field 
men learned how to assemble and set up 
was this mobile—designed to stand on 
top of a Smith Permaglas water heater. 


Carter & Galantin has developed for 
other companies. 

The day’s session concluded with a 
showing of the Point-of-Purchase 
Advertising Institute’s color slide 
film, “Sales Catchers.” This film gave 
the salesmen an over-all view of dis- 
plays, their value and many uses. It 
included a variety of examples of 
how other companies have success- 
fully used displays. 


> Tuesday’s meeting concentrated on 
the fabrication, packaging and as- 
sembling of display materials. Ben- 
jamin Nielsen, production manager 
for Carter & Galantin, demonstrated 
to the group how to correctly as- 
semble and set up different types of 
displays. Under his direction, each 
of the salesmen assembled a display. 
A tour of fabrication plants con- 
cluded the Tuesday morning session. 

The two-day forum closed with a 
general discussion of point of pur- 
chase materials and a short test for 
all the participating salesmen cover- 
ing the material presented at the 
meetings. 


> A. O. Smith representatives eval- 
uated the program by saying that it 
gave trainees a basic course in point 
of purchase, covering five main 
points: 

e General tips on being a good sales- 
man. 

e The value of using point of pur- 
chase materials. 

e Instructions on handling and set- 
ting up displays. 

e General background on the crea- 
tion and production of displays. 

e Tips on how to get dealers to use 
display materials. 

Walter Olsen expressed the view- 
point that “if the program is as suc- 
cessful as it appears, then we will 
have other indoctrination sessions— 








BATTERY -OPERATED 


HERTV MOTION DEVICES 


for UNLIMITED ANIMATION! 


REQUIRES NO ELECTRICITY —Run day and 

night continuously for 5 to 8 weeks on 2 

ordinary 10¢ flashlight batteries! Carry up to 
7 Ib. load, 5 R. P.M. 


“SEELA” (ceiling turner) 
dia. 5%” Can be hooked 
easily to ceiling. Sample 


“TURNETTE” 
(turntable) 
dia. 7%" 
Sample unit: 


“TURNAM’ (motor) 
Versatile! Ideal for use 
on most any type of 
animation. Sample unit: 


$3.40 P.P. 


Newest of All! Amazing! 
BATTERY — MOVED Pre- 
cision CLOCK MOVE- 
MENTS. Run 500 to 800 
days on 2 ordinary 10¢ flash- 
light batteries! Sample 
incl. hands 


and batteries: $8. 75 P.P. 


HERTVY CO., INC. “5; texzer 


L.L, New York 
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AR Reaches Out. . 


to more advertising agencies than 
any other publication. If you sell 
advertising services, equipment or 
supplies to or through agencies 


AR is All Right... For You 





Action .. . Typical A. O. Smith displays 
involve some form of action- 


invites 


this one 


customer Smith dealers 


action. 
prefer this type of display. 


sessions that will include experi- 
enced salesmen as well as trainees.” 

Carter & Galantin plans to offer 
similar training courses to other ad- 
vertisers. 44 


Describe Frostee Sno, 
Offer Block Samples 


How advertisers have used Frostee 
Sno to create displays and snowy 
decorations is outlined and _ illus- 
trated in a folder being offered by 
Frostee Sno Co. (Antioch, IIl.). 
Eleven examples of displays using 
Frostee Sno, a plastic material that 
simulates snow, and the five differ- 
ent forms the material is available 
in are shown. 

The company also is offering a 
sample of a miniature Frostee Sno 
block, conveniently 
clear styrene box. 

The eleven displays pictured in the 
folder include an igloo, a snowman, 
banks of snow, snowballs and flakes 
used by a variety of companies in 
developing displays that emphasize 
coldness or create a wintry atmos- 
phere. 

The material is available in five 
forms: snow blocks, flakes, fine 
ground snow, chunks, and balls and 
bells. The company also will fabri- 
cate the plastic material in almost 
any desired shape or design. 


encased in a 


For your copy circle No 


633 on the 
Reader’s 


Service Card inside back cover 


Offer New Battery Unit 


An oscillating type display motor 
that operates on one flashlight bat- 
tery is described and illustrated in 
a folder put out by Haft & Son Inc. 
(Brooklyn). Called the Battery 
Miser, the newly developed motor 
operates on any 11-volt standard 
flashlight battery. The folder de- 
scribes the motor and gives sugges- 
tions and instructions on its uses. 


For your 


copy circle No. 634 on the 
Reader's 


Service Card inside back cover. 








Associates or 


CREATORS AND 

PRODUCERS OF 
tt) eat esa LLY 
DIRECT ADVERTISING 
POINT-OF -PURCHASE DISPLAYS 


MORE SELL... 


Our business is Selling... 


your product , that is. 


For effective and efficient 


CY meet aly me 
3114 Grand River Ave. 
Detroit 8, Michigan 


merchandising programs, 
our long service to a variety 
of satisfied clients 


is our 


best recommendation. 


From Research through Sales Promotion, from 
Sales Training to Point-of-Purchase you will 
find our talents and facilities teamed to sell 


your product. 


e Send for booklet, “WHAT MAKES US TICK?” 


@ Member 


Point-of-Purchase Advertising Institute, Inc. 


Put MOTION in your Promotion with 


BH YINCHIOL 


HIGH TORQUE TIMING MOTORS 


Guaranteed to pull 20 in. oz. at 1 
RPM. May be mounted in any posi- 
tion. Designed especially for one dis- 
play operation to run 90 days or less. 


SYNCHRON High Torque Timing Motors are used to turn 
pages of jumbo books, operate turntables, and similar 
mechanisms requiring high power at slow speeds. Send us 
your ‘‘specs.'’ Hansen engineers will gladly submit recom- 
mendations for your requirements. 


For detailed information, call one of our factory repre- 
sentatives: WESLEY & FROMM, 5254 W. Madison St., 
Chicago; R. H. WINSLOW & ASSOCIATES, 123 E. 37th 
St.. New York; W. H. GOEBEL, 225 W. 23rd St., Los 
Angeles. (Or mail attached coupon if preferred). 


HANSEN MFG. CO., Inc., PRINCETON, IND. 


. for more details circle 754, page 105 


MOTION SELLS MERCHANDISE 


TIMING MACHINES 


Precision engineered, 
ready to install in 
any timing device 
+ + « Compact, ac- 
curate, dependable, 
long lasting. 


TIMING MOTORS 


Versatile, 


able, 


rugged. Pull up to 


8 in. 


load at 
Gear trains avail- 


able 


any speed. 


CLOCK MOVEMENTS 


For clocks to 26” 
diameter. Depend- 
able, self-starting, 
self-lubricating, 
mount in any posi- 
tion. Special action 
movements avail- 


| 
| CHECK LITERATURE WANTED AND MAIL TO HANSEN MFG. CO., INC. 
PRINCETON 11, INDIANA 


[} Synchron Motor Catalog No. 50 Name 
Stop-N-Go High Torque Motors Firm 


] Standard Torque Motors 


‘ Address 
] Clock Movements - 


[_] Timing Machines 
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under one roof 


fredman- 
chaite 
studios 


Ulustittion + Purdud ule phatagnaplag . post of sales - ect mal 


62 west 47 st. ney.c. 36 Plaza 7-3131 


eeeesend for copy of our free publication "portfolio".... 
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. WITHOUT A MOTOR 


The gem-like sparkle back 
ground of this shade gets 
real attention. Ample space 
for sales story. Comes in a 
variety of colors. Latest de- 
sign, black wrought iron 
base with rubber feet 
Height 9” overall, shade 6 

wide at bottom 


A full size replica. True 
product identification at its 
best. Brilliant letter effect 
and actual coloring gives 


ae een ae Every kind of 
can sabtten, Tides % material with the 
en te latest in. design and 

ly new and eilierene reproduction techniq- 


snlainbure st Tree CM Mod 


saben ence of more than 80 


Faithful true 


atures of 24-sheet  dpapsicsiie ot hi aaieatl mie 
perfect tie-in for play merchandising. 
advertisers. Comes 

your choice of 


FOR YOUR NEXT DISPLAY 


Consult our representative 
Now for the first time you can buy effective, 3 dimen- 


sional lighted signs and motion displays, especially 
designed for you, at a price to fit your advertising 
budget. WRITE FOR LITERATURE AND PRICES. 


OPENINGS IN SOME TERRITORIES 


FOR SALES REPRESENTATIVES WITH FOLLOWING. 7, D) | Aa | N F 
—— b e 
(mascoure ee Founded 1872 
- Lge 


Co 
ant Tut PRC Pre eee reeenascs) 


PLASTIC TT iia: cy 39 West 19th St., N.Y. 11, N.Y. 


CH 2-2820 
ee er Cee ee tell 
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Display Company Utilizes 
File Folder to Tell Story 


Marking its 26th year in the dis- 
play business, Advertisers Displays 
& Exhibits Inc. (St. Louis), has in- 
augurated a continuing folder to 
keep customers and potential cus- 
tomers informed about its counseling 
service, individual displays, exhibits 
and mass market, point of purchase, 
screen process and lithographed ma- 
terials. 

The folder itself is 8424x1112”, with 
a 34” tab which bears the company’s 
name and address and phone num- 
ber. It is a conventional manila fold- 
er, with an all-over checkerboard 
design on the front in a light and 
dark green. A third color is achieved 
by using the plain manila cover for 
three of the squares and for the fill- 
ing of three of the letters which fill 
the squares of the checkerboard. The 
tab also uses the two shades of 
green. 

Included in the initial folder are a 
letter telling something of the com- 
pany’s history, names of six contact 
men and pointing out that more ma- 
terial will be forthcoming from time 
to time. Six photographs of displays 
by the company make up the re- 
mainder of the material. 


For your copy circle No. 635 on the 


Reader's Service Card inside back cover 


3-D Plastic Displays 
Described in Folder 


Lamps, miniature replicas of out- 
door poster signs, emblems, replicas 
of containers, etc. for window and 
back bar displays are illustrated and 
described in a brochure issued by 
Plastic Service Co. (Los Angeles). 
Eighteen different types of 3-D plas- 
tic displays are shown. 

The lamps have different types of 
bases, with advertising messages on 
the shades and revolve with heat 
from the light. The miniature out- 
door signs, 812x15x112” and 612x12x 
114”, are exact copies of advertisers’ 
24-sheet posters. They are available 
illuminated or non-illuminated. 

Among the other more unique dis- 
plays described are a can, a replica 
of the company’s product container, 
that is lighted and revolves; a plaque 
that resembles an oaken keg for City 
Club Beer; an embossed, molded 
plastic counter dispenser for Bour- 
jois perfumes, and a free-standing 
molded plastic display that features 
a 3-D illuminated “orange” for Nes- 
bitt’s. 

The folder also shows views of 
Plastic Service’s plant operations. 


For your copy circle No. 636 on the 
Reader’s Service Card inside back cover 





The be 
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Hiram Walker caused an industry sensation with a series of trade shows 
which it organized and took on an extended tour of the U. S. The com- 
pany’s merchandising manager tells the story behind one of the year’s 
most unusual and highly successful promotions. 


By H. D. Dols 


Merchandising Manager 
Hiram Walker Inc. 


At 2 p.m. last Sept. 22, several 
hundred Los Angeles liquor retailers 
and their wives entered the lobby of 
the Ambassador Hotel in Los An- 
geles. They were directed to large 
registration desks arranged at the 
entrance to the Embassy Room 
where they were warmly welcomed 
and assisted in filling out registra- 
tion cards for the Merchandising 
Fair being staged by Hiram Walker 
and its Los Angeles distributor, the 
Milford Co. of California. 

Upon completion of their regis- 
tration, badges listing their names 
and places of business were attached 
to their lapels and they were es- 
corted into the Embassy Room. Dur- 
ing the next two days they were 
followed by over 6,000 more retail 
liquor store operators, bartenders, 
waitresses and clerks to see exhibits 
of the latest in store fronts, fixtures, 
floor coverings, business machines— 
more than 60 exhibits of equipment 
and ideas pertaining to the retail 
liquor business. 

All of these retailers had received 
personal invitations to the fair and 
all had been exposed to a gigantic 
trade press advertising and publicity 
program on the Merchandising Fairs 
during the preceding four months. 
The exhibits and demonstrations 
which the Los Angeles retailers saw 


were identical to those being shown 
at the same time to other liquor re- 
tailers in the midwestern, southern 
and eastern sections of the country 
as four complete Merchandising 
Fairs were traveling throughout the 
country. On some dates, as many as 
three fairs were held simultaneously 
in different sections of the country. 

The turnout of retailers in each 
city where the fairs were staged was 
somewhat amazing — 12,000 in New 
York City .. . 10,500 in Chicago... 


Fair Visitors . 


4,000 in Baltimore . . 
in Miami. 


. and over 5,000 


>The theme of the fairs was “Be A 
Better Merchant” and in each city 
they were presented with one basic 
idea—to prove to the liquor retailer 
that there are better ways of getting 
business than by cutting prices and 
that by utilizing the latest ideas in 
merchandising, he could secure a 
greater share of the consumer dollar 
—particularly during the holiday 


. . Typical booth at Hiram Walker’s Merchandising Fair for liquor retailers 


and their wives attracted a large crowd. The fairs, held in four different cities, were 
visited by thousands of retailers at each staging 
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Cordial Cookery . . 


. The demonstration by well known food editors of how to cook 


using cordials was one of the most popular booths at the merchandising fair. Retailers 
who visited the booth got a cordial cooking book. 


season when the liquor industry does 
better than 40% of its total yearly 
business. 

Behind the presentation of the 
Merchandising Fairs between Sept. 
9 and Nov. 16 was the firm convic- 
tion of Ross Corbit, president of 
Hiram Walker Inc., that the liquor 
industry is lagging behind other 
businesses in merchandising oper- 
ations. As a result, much of the 
money that distillers, their distribu- 
tors and retailers could be securing 
is going into other lines. 

The tremendous turnout of retail- 
ers in each city proved that liquor 
retailers agree with Mr. Corbit and 
that they feel a definite need for the 
kind of merchandising help that the 
fairs offer. Further proof was pro- 
vided by heavy retailer purchases 
of the wide variety of equipment 
shown at the fairs. The New York 
Herald-Tribune summed it up: “It 
looks like the liquor retailer will be 
king this year if Ross Corbit has 
his way.” 


> The Merchandising Fairs which re- 
tailers saw throughout the country 
this year were the result of four 
years of testing of the ideas and ex- 
hibits by Hiram Walker and its dis- 
tributors. The first merchandising 
show of this kind was held four years 
ago in Newark, N. J., by Hiram 
Walker and its Newark distributor, 
Gordon Bass & Co. Inc. During suc- 
ceeding years, several fairs were held 
in other eastern cities, and in 1952 
the format for the recently completed 
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fairs was tested in several eastern 
and midwestern cities. 

Firmly convinced that they had 
what one eastern newspaper called 
“a revolution in the liquor industry,” 
Hiram Walker executives then laid 
plans for a nationwide Merchandis- 
ing Fair program in the fall of 1953. 

Each year, beginning about Sept. 
1, all top Hiram Walker sales, mer- 
chandising and advertising execu- 
tives participate in annual distributor 
sales meetings throughout the entire 
country. Early in the preliminary 
planning it was decided that the 
Merchandising Fairs, which would 
run from one to three days depend- 
ing upon the size of the city, would 
be preceded by the regular Hiram 
Walker fall meeting with its distrib- 
utors. These meetings were held in 
the Merchandising Fair setting and 
were built almost entirely around 
the fair. All phases of the sales, mer- 
chandising and advertising programs 
were presented in such a way as to 
allow maximum retailer follow-up 
by the Hiram Walker distributor 
salesmen and field personnel. The 
meetings ended with a complete pre- 
view of the Merchandising Fair ex- 
hibits and with assigned duties for all 
distributor salesmen during the ac- 
tual staging of the fairs. 

Inasmuch as Hiram Walker dis- 
tributors were co-sponsoring the 
fairs, the program had to be “sold” 
to the distributors. Distributors as- 
sumed only the expense involved in 
inviting all of their customers to the 
fairs and in serving refreshments 


during the fairs. All other expenses 
were borne by Hiram Walker. 


>To assist the distributor and the 
local Hiram Walker representatives 
complete preparations for the Mer- 
chandising Fair program locally, a 
brochure detailing all phases of the 
program was prepared. This bro- 
chure covered the following: 


1. Objectives . . . The Merchandis- 
ing Fairs were not to be primarily 
sales meetings to sell the retailer on 
Hiram Walker products but rather 
to cover all phases of his industry 
and individual operation. Definite 
emphasis was to be placed on meth- 
ods whereby retailers can increase 
their share of the holiday gift and 
entertainment dollar. 


2. Publicity ... Publicity was 
planned in four phases—advance, in- 
termediate, and pre-fair phases, fol- 
lowed by a post-fair program. Trade 
publications, local newspapers and 
magazines were included in the pro- 
gram; also, in the post-fair phase, 
the house organs of companies par- 
ticipating in the fairs. 


3. Invitations to Retailers .. . Every 
possible means of calling the Mer- 
chandising Fairs to the attention of 
the retailers was utilized, from for- 
mal invitations, personal letters of 
invitation, “reminder” postcards, in- 
voice stamps, postage meter slugs, 
and personal invitations by distribu- 
tor salesmen, to phone invitations 
by distributor office personnel the 
day prior to the fair. 


4. Trade Advertising . .. A separate 
trade advertising budget was estab- 
lished and full-page advertisements 
in local trade publications were run 
one and a half to two months prior 
to the fair, followed by two-page 
spreads from one month to two 
weeks prior to the fair. 

In every instance, the Hiram Wal- 
ker distributor also ran a full-page 
ad inviting retailers to the fair in 
the trade publication issues pub- 
lished shortly before the fair. 

Many of the “outside” exhibitors 
also ran ads inviting retailers to visit 
their particular exhibit. The York 
Corp., for example, ran full-page 
ads in each of the cities where fairs 
were held. 


5. “Outside” Exhibitors . .. Depend- 
ing upon the space available, the 
number of “outside” exhibitors 
ranged from 40 to 60. Exhibitors were 
not charged for participation in the 
fairs and Hiram Walker bore all ex- 
penses involved in exhibit hall rent- 
als, lighting, exhibit backgrounds, 
etc. All exhibitors were provided 
with a cloth drape and aluminum 
pipe background for their exhibits. 





The size of the exhibit space ranged 
from 8x8’ to 12x12’. 

Exhibitors were encouraged to 
provide special backgrounds for their 
displays and many did so. The ma- 
jority of the exhibitors were invited 
to participate on a national basis and 
in most cases arrangements for their 
participation were completed with 
their home offices. A few, such as 
local linen supply companies, florists, 
etc., were invited on a local basis by 
Hiram Walker field personnel; how- 
ever, the field representative was 
provided with a list of the types of 
exhibitors to be contacted locally 
and secured the best possible ex- 
hibits in that city. 

Following is a partial list of the 
national exhibitors: Armstrong Cork 
Co.; Burroughs Corp.; The Coca- 
Cola Co.; Frigidaire Corp.; H. J. 
Heinz Co.; The Kawneer Co.; Libbey 
Glass Co.: Licensed Beverage Indus- 
tries Inc.; Minnesota Mining & Mfg. 
Co.; Monroe Calculating Machine 
Co. Inc.; Moore Business Forms Inc.; 
The National Cash Register Co.; 
Swivelier Co. Inc.; York Corp.; The 
Squirt Co.; and W. A. Taylor & Co. 

Exhibits included store fronts; 
floor coverings; bar, restaurant and 
package store fixtures; business ma- 
chines; lighting; gift packaging and 
wrapping; cleaning supplies; floral 
arrangements; food supplies; coin 
operated vending machines; glass- 
ware; ice making machines; bar sup- 
plies; bookkeeping service; printing 
supplies, etc. In addition, retailers 
were shown in a model package store 
display the best merchandising tech- 
niques. At a model bar, mixed drink 
demonstrations were staged. 


6. Hiram Walker Exhibits ... Hiram 
Walker exhibits were held to an ab- 
solute minimum and all were of an 
educational nature. They included a 
display which graphically depicted 
production methods at Hiram Wal- 
ker’s world’s largest grain distillery 
in Peoria. At this exhibit, retailers 
were shown all production steps 
from the selection of grains to the 
final shipment of the products. This 
exhibit was designed and staffed by 
technical experts from the distillery 
in Peoria. 

Among the most popular exhibits 
at the fair was a Hiram Walker cor- 
dial booth at which the making of 
cordials was demonstrated, also what 
turned out to be one of the big hits 
of the fair—cooking with cordials. 
This exhibit was manned by a rep- 
resentative of the Hiram Walker 
cordial and cocktail department and 
also by cooking experts secured us- 
ually through a local newspaper in 
each city. Such nationally known 
cooking experts as Clementine Pad- 
dleford of the New York Herald 


Tribune, Morrison Wood of the San 
Francisco Chronicle, and Ruth Ellen 
Church of the Chicago Tribune ac- 
tually prepared foods with cordials 
in this exhibit and served them to 
the retailers. This resulted in a veri- 
table bonanza of publicity for Hiram 
Walker’s cordials in women’s pages 
of newspapers throughout the entire 
country. A specially prepared Cor- 
dial Cooking Book, given to retailers 
during this demonstration, was ex- 
tremely well received and resulted 
in a reprinting for distribution to 
consumers as a part of the regular 
sales promotion program. 

A Hiram Walker advertising ex- 
hibit stressed the pre-selling job 
done by advertising in magazines, 
newspapers, and on 24-sheet posters. 
Advertising experts from the Foote, 
Cone & Belding, C. J. LaRoche and 
Maxon agencies, representatives of 
the Hiram Walker advertising de- 
partment, and national advertising 
managers of local newspapers 
manned this exhibit. The local news- 
paper people advised retailers on the 
preparation of dealer ads. To create 
further interest in this advertising 
exhibit, Robert Anthony, the model 
for all Walker’s DeLuxe ads, wel- 
comed visitors to this booth. 

Prominently displayed at each fair 
was a “holiday merchandising calen- 
dar.” This calendar, based on a na- 
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at your Expositions, Trade 
Shows, Sales Meetings, ete. 
Send for Free Folder. 


IVEL CORPORATION 


96-20 43 Ave., Corona 68, N.Y.C. 
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Capex prefab exhibits 
play lead role 


in Hiram Walker show 


The H-W ‘Merchandising Fair’ was 
a hard-hitting, fast-moving promotion. 
Time was too precious to lose setting 
up and handling heavy, bulky displays. 


There was only one answer 


~ Prefab- 


ricated displays — and one company 


CAPEX. 


If you have an exhibit program 
dealer meetings — or special promotions 


-any occasion to use displays 


Capex 


PREFABS will do the same job for you 
as high-priced displays. 

Your letterhead is the full cost for 
our 1954 Portfolio of Display Designs. 


Capex Company, Inc. 
615 South Boulevard 
Evanston, Illinois 


1775 Broadway 
New York City 


Representatives in major cities 
. for more details circle 760, page 105 
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MERCHANDISING GUIDE 


FOR GREATER ; “la 


. Hiram Walker 





Complete Coverage . . 
followed up its fair by distributing this 
guide, covering all phases of liquor mer- 
chandising, to all its retailers. 


tionwide survey of successful liquor 
retailers, indicated the 20 most im- 
portant things a retailer can do to 
promote his sales during the holiday 
buying period. 


> Original plans called for staging 
the Merchandising Fairs in a maxi- 
mum of 20 cities. After the program 
had been completely formulated and 
presented to the Hiram Walker dis- 
tributors, the demand for the show 
was so great that the list eventually 
was expanded to almost 50 cities. 

Immediately after scheduling had 
been completed, Joseph Wright, 
Hiram Walker publicity manager, 
began a whirlwind tour of the cities 
in which fairs were to be staged in 
order to get the advance phase of 
the publicity program started. A rep- 
resentative of the merchandising de- 
partment also visited each city and 
spent as much time with the Hiram 
Walker distributor and local repre- 
sentatives as was necessary to set the 
entire program in motion. 

As soon as proper locations were 
secured, and they ranged from large 
hotel ballrooms to municipal audi- 
torium exhibit halls, a roster of ex- 
hibitors for each city was completed. 


> Equipment which could be packed 
compactly into one large trailer van 
was then purchased for each of the 
four areas through which the Mer- 
chandising Fairs toured. Cloth drape 
and telescopic aluminum pipe back- 
grounds were decided upon for the 
“outside” exhibitors. Prefabricated 
and especially designed displays 
were constructed for the Hiram Wal- 
ker exhibits. These prefabricated dis- 
plays which were purchased from 
Capex Co. (Evanston, Ill.) proved 
to be exceptionally well suited to our 
requirements. Lightweight and easily 
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set up, they packed into crates 8’x4’x 
10”, and stood up well under con- 
stant reuse. 

From the first fair in Kansas City, 
Mo., on Sept. 9 to the conclusion of 
the program in Sioux Falls, S. D., on 
Nov. 16, the entire Merchandising 
Fair program progressed without a 
serious hitch. The results to date 
indicate that Hiram Walker received 
a tremendous amount of publicity 
and good will. 


>Most of the “outside” exhibitors 
reported that the fairs were most 
successful from a sales standpoint 
and practically every exhibitor has 
already asked to take part in next 
year’s fairs. Typical of the comments: 
e National Cash Register Co... . 
“The fairs were an outstanding suc- 
cess. ... We found without exception 
that the visitor who stopped at our 
display was a definite prospect and 
not a curiosity seeker. The number 
of leads we secured was above aver- 
age for any show we have exhibited 
in the past year.” 
e Kawneer Co... . “We received a 
substantial number of good leads for 
remodeling jobs using our products.” 
e Frigidaire Corp... . “We are still 
getting reports from our districts... 
indicating their enthusiastic endorse- 
ment and listing numerous prospects 
and actual sales resulting.” 
e York Corp. ... “The reports on 
these Merchandising Fairs are all 
nothing short of enthusiastic.” 
Innumerable instances of retailers 
successfully adopting merchandising 
procedures demonstrated at the fairs 
have been reported, and Hiram Wal- 
ker attributes to the Merchandising 
Fairs September through December 
sales increases on all their brands— 
Imperial, Canadian Club, Walker’s 
DeLuxe, Hiram Walker’s Gin, Mead- 
ow Brook and Ten High. Walker’s 
DeLuxe, which was being marketed 
in a “hospitality” decanter for the 
first time, benefited particularly. 
Substantial increases were also 
shown on Hiram Walker’s cordials, 
prepared cocktails and brandies. It 
was apparent that many retailers 
had not previously been aware of the 
excellent opportunities for “extra 
sales” on these so-called specialty 
items. A California retailer, for ex- 
ample, has written Hiram Walker to 
tell that he quadrupled his cordial 
sales during the holiday season sim- 
ply by installing in his store a sec- 
tion devoted to cordial cooking—an 
idea he picked up at the Merchandis- 
ing Fair. 


> Every possible publicity, merchan- 
dising and sales follow up is being 
utilized by Hiram Walker salesmen 
to further the “Be A Better Mer- 
chant” idea among liquor retailers. 


As a part of the immediate follow 
up on each fair, distributor salesmen 
personally delivered a “Retailer 
Merchandising Guide” to each of 
their customers. This Merchandising 
Guide, the first of its kind to be pub- 
lished by a distiller, consists of 36 
pages and covers all phases of liquor 
retailing and merchandising. 

Hiram Walker is immensely proud 
of the team work demonstrated 
throughout the Merchandising Fair 
program by its own sales and mer- 
chandising personnel and by its en- 
tire distributor organization. “Trade 
shows” were new to them—and to 
most liquor retailers; yet they were 
staged even more successfully than 
anyone had dared hope, Hiram 
Walker believes, because of the fol- 
lowing factors: 

e There was a need for a show of 
this type—bringing together ideas 
and equipment which could help 
liquor retailers become better mer- 
chants. 

e A complete and detailed plan 
which had been carefully field tested. 
e Personal visits to each city by the 
men responsible for the over-all 
planning and publicity. 

e Exhibitors were carefully selected, 
and only those who would present 
an effective demonstration of their 
products were allowed to participate. 
e The friendly, helpful atmosphere 
created at the fairs by the distribu- 
tors, distributor salesmen and their 
wives. 

e The businesslike presentation of 
all exhibits, which placed Hiram 
Walker in the wonderful position of 
actually bringing merchandising help 
and new ideas to retailers—and the 
bringing together of supplier, dis- 
tributor and retailer on a common 
ground of interest. 44 
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(DISTRIBUTORS’ NAMES) 





Follow-up Ad . The company also 
prepared this ad for distributors to run in 
local trade papers as a fair follow-up. 








Coming Conventions 


APRIL 
22-24 


3-7 


5-8 
7-8 


15-30 
16-19 
23-28 
24-30 


JUNE 


2-6 


6-8 


8-9 
7-10 


14-17 


16-17 
20-23 
21-24 


27-30 


JULY 
3-4 


5-8 


9-11 
20-22 


AUGUST 
1-4 


8-11 


American Assn. of Advertising Agen- 
cies — The Greenbrier — White 
Sulphur Springs, W. Va. 


Premium Advertising Assn. of Amer- 
ica—Nat’l Premium Buyers Expo- 
sition — Conrad Hilton Hotel — 
Chicago 

Assn. of Better Business Bureaus— 
40th annual conference — Fair- 
mont Hotel—San Francisco, Cal. 

Southern Graphic Arts Assn.—Angi- 
bilt—Orlando, Fla. 

Nat’! Audio-Visual Assn. Film Con- 
ference—Park-Sheraton Hotel— 
New York, N. Y. 

Nat’! Newspaper Promotion Assn., 
annual convention—Andrew Jack- 
son Hotel—Nashville 

Advertising Trades Institute — Sales 
Aids Show—The Biltmore— New 
York 

Fourth International Printing G Pa- 
per Fair—Dusseldorf, Germany 

Nat‘! Paper Box Manufacturers Assn. 
Drake Hotel—Chicago 

Nat’! Assn. Radio G TV Broadcast- 
ers—Palmer House—Chicago 

Nat‘! Business Publications, annual 
spring meeting—White Face Inn 
—tLake Placid, N. Y. 


Nat’l Sales Executives Convention 
and Sales Equipment Fair—Conrad 
Hilton Hotel—Chicago 

Associated Business Publications — 
The Homestead—Hot Springs, Va. 

Magazine Publishers Assn., 35th an- 
nual meeting—The Greenbrier — 
White Sulphur Springs, W. Va. 

Nat‘! Assn. of Litho Clubs—Biltmore 
Hotel—New York 

Lithographers Nat’l Assn. Inc. — 
The Greenbrier — White Sulphur 
Springs, W. Va. 

Nat‘l Industrial Advertisers Assn.— 
Sheraton Mt. Royal Hotel — 
Montreal 

Nat’! Conference of Business Paper 
Editors—Washington, D. C 

Advertising Federation of America 
—Statler Hotel—Boston 

American College Public 
Assn. — Hotel 
York City 

Advertising Assn. of the West, an- 
nual convention—Hotel Utah— 
Salt Lake City 


Relations 
Roosevelt — New 


Nat‘l Assn. of Advertising Distribu- 
tors—The Greenbrier—White Sul- 
phur Springs, W. Va. 

International Graphic Arts Education 
Assn.—University of Colorado— 
Boulder, Col. 

Nat’! Wooden Box Assn.—summer 
meeting—Sun Valley, Ida. 

American Trade Assn. Executives— 
Atlantic City, N. J 


Nat’! Audio-Visual Assn.—Conven- 
tion and Trade Show — Sherman 
Hotel—Chicago 

International Printers Supply Sales- 
men’s Guild — Bellevue-Stratford 
Hotel—Philadelphia 


30-Sept. 3 Photographers’ Assn. of America — 


Conrad Hilton—Chicago 


SEPTEMBER 


9-11 
18-21 


26-29 


OCTOBER 
5-9 


9-12 
11-13 
13-15 
28-30 
28-Nov. 1 


31-Nov. 2 


7-11 


Nat‘! Paper Assn 
Chicago 

Advertising Specialty National Assn 
—Annual Specialty Fair—Pa!lmer 
House—Chicago 

Life Insurance Advertisers Assn.— 
Sheraton-Gibson Hotel — Cincin- 
nati 


—Conrad Hilton— 


Photographic Society of America— 
Chicago 

Mail Advertising Service Assn. — 
Hotel Statler—Boston 

American Photoengravers 
Hotel Jefferson—St. Louis 

Direct Mail Advertising Assn.—Hotel 
Statler—Boston 

Advertising Typographers Assn. of 
America Inc.—Miami Beach, Fla 

Int'l Assn. of Electrotypers & Stereo- 
typers Inc.— The Greenbrier — 
White Sulphur Springs, W. Va 

Screen Process Printing Assn.—An- 
nual Convention—Hotel Jefferson 
—St. Louis 

Outdoor Advertising Assn. of Ameri- 
ca Inc.—Commodore Hotel—New 
York City 


Assn, — 





Advertising Metal Display Co. 92 
Advertising Trades Institute, Inc. 18 
Bartz, F. H. 71 
Bauer Alphabets, Inc. 7 
Beacon Plastics Corp. 30 
Berlekamp Corporation 34 
Black Box Photo & Collotype 

Studio, Inc. 69 
Bodger Seeds Ltd. 70 
Brown Advertising Agency, Inc. 53 
Brown & Bro., Arthur 53 
Buffalo Photo Company 7 
Burrelle’s Press Clipping Bureau 47 
Butler Typo-Design 58 
Calgift Corporation of America 35 
Capex Company, Inc. 101 
Casgel Service 104 
Chicago Cardboard Company 69 
Chicago Offset Printing Company 44 
Collins, Miller & Hutchings, Inc. 78 
Compco Corporation _. 91 
Craftint Manufacturing Co., The 9 
Crocker Co., Inc., H. S. 47 
Davidson Corporation 56-57 
Deskfinder Company, The . 64 
Durable Rubber Products Co. 96 
Eastman Kodak Company 89 
Filmotype Corp. 58 
Frankl Color Laboratories 70 
Fredman-Chaite Studios 98 
Gair Company, Inc., Robert 17 
Gaw-O'Hara Envelope Co. 65 


General Exhibits & Displays Inc. 

Inside Front Cover 
General Outdoor Advertising Co....... 77 
Graphic Arts Corporation of Ohio 84 
Graphic Enterprises of Milwaukee, 


Inc. 104 
Green Duck Metal Stamping Co. 31 
Grubb & Co., G. R. 14 
Gymer, Frederick E. 104 
Hammermill Paper Company 5-6 
Hammond & Co., C. S. 36 
Hankscraft Company, The 94 
Hansen Mfg. Co., Inc. 97 
Hermard Mfg. Co., Inc. 104 
Hertvy Co., Inc. 96 
Hollywood Banners 95 
Inland Lithograph Company 

Back Cover 
Intaglio Service Corporation 2 
International Color Gravure, Inc. 19 
Ivel Corporation 101 
Jahn & Ollier Engraving Company _— 83 
J.J.K. Copy-Art Photographers 71 
Kleen-Stik Products, Inc. 96 
Komisarow Studios, Don 104 
Lacey Corp., Merritt 58 
Lake Shore Electrotype Co. 82 
Letter-It - 58 
Macmillan Company, The 71 


Major Photo Co. 70 





GP advertisers 


McGrath and Associates, Thomas F. 85 


Mercury Enterprises 

Merit Displays _. re 

Middle West Display & Sales Co. 

Middle West Pictorial Co... 

Milprint, Inc. - 

Minute Man Line’, The 

Monarch Matrix & Stereotype Co., 
Inc. 

Monsen-Chicago 

Moss & Co., M. E. 

Mulson Studio 


National Blank Book Company 


Inside Back Cover 


Naz-Dar Company 44 
Neenah Paper Company 8 
Nelson Associates Inc. 97 
Neon Products, Inc. 75 
Northwestern Photo Engraving Co... 85 
Ohio Advertising Display Co. 77 
Oxford Paper Co. 11-12 
Palm, Fechteler & Co. 76 
Penny Label Company 64 
Perry, Albert William 104 
Picture Recording Company 90 
Pioneer Rubber Company, The 36 
Plastic Service Company 98 
Pontiac Engraving and Electrotype 

Co. 4 
Poole Bros. Inc. 45 
Porcelain Enamel Finishers 77 
Premium Specialties 34 
Publishers Book Bindery, Inc. 64 
Radiant Color Co. 38-39 
Rapid Copy Service, Inc. _ 18 
Reilly Electrotype Company 22 
Remington Rand Inc. 1 
Rising Paper Company 38 
Ritepoint 35 
Sales Tools, Inc. 90 
Sawyer’s Inc. 88 
Service Bindery Co., Inc. 48 
Sickles Photo-Reporting Service 71 
Sloves Mechanical Binding Co., Inc. 46 
Sorg Paper Company, The 41 
Spot-Lite Studios Co. 70 
St. Regis Paper Company 15 
Strathmore Paper Co. 42 
Superior Engraving Company 81 
Switzer Bros., Inc. 44 
Thilmany Pulp & Paper Company 10 
Transilwrap Co. 104 
Union Rubber & Asbestos Co. 70 
United States Envelope Company 13 
United Trading Stamp Co. 32 
Universal Match Corporation 66 
Veritone Company 46,65 
Viewlex Inc. 86 
Virkotype Corporation 47 
Walk, Jay P. 58 
Warwick Typographers, Inc. 59 
Watts Limited, Herbert A. 64 
Woodbury and Company, Inc. 80 
Wrigley Displays, Inc. 98 
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Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 








Mats 


ET FOR DAY.OR 
| NIGHT Setvice | 


DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
e cuTs 


Quality @ STEREOS 


Service 


Dependability 


HArrison 77-1564 


727 S. Dearborn 


Chicago 
MONARCH 
MATRIX & STEREOTYPE 
co., INC. 
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Display Supplies 








In Stock 


e Cellulose Acetate 


All thicknesses up to .250 Transparent, 
Matte, Colors. Colors Are Transparent, 
Translucent, Opaque. Standard Sheet Size 
21x50”, Other Sizes 25x40”, 40x50” In 
Clear Only. 


e Plexiglas 
.060 to 3.000” In Clear Transparent. 
.060 to .250 In Transparent, Translucent 
& Opaque Colors. Standard Sheet Sizes 
24x36", 36x48’, 36x60", 40x50”, 48x72”, 
and Sizes Cut To Order. 

@ Vinylite—rigia 


Sheets 20x50’ and Cut To Order. Clear 
Matte- Colors. Colors Are Transparent, 
Translucent, Opaque. .010 To .125 Thick- 
nesses. Also Flexible Vinyl .008 to .040. 
Sheets 212x512", Clear & Colors. 


TRANSILWRAP CO. 
2816-18 W. Fullerton Ave., Chicago 47, Ill. 


Dickens 2-2616 





. for more details circle 762, page 105 


Direct Mail 











MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the “‘Let’s Have Better 
Mottoes” monthly mailings. Unusual— 
ef fective—economical—exclusive. Write 
for details on your business letterhead. 


FREDERICK E. GYMER 
2121 E. 9th St. Cleveland 15, Ohio 
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Transparencies 


PROCESS 


Offers 


LARGE SIZE @ FULL COLOR 
NON-FADING 


TRANSPARENCIES 


at 


Amazingly Low Prices 


*% Color Chromes (¢ are sun-tested 
against fading for all displays, in- 
cluding outdoor and window signs. Sizes 
to 30” x 40”. Large sizes under $5.00 
each in quantities. 

% Film-type transparencies show 
or without light. 


with 


For further information 


Middle West Pictorial Co. 


1635 W. Melrose St., Chicago 13, Il. 
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Business Greeting Cards 










Inspirations for Industry 
GREETINGS 


Reserve your albums now 


FIRST RUN ORIGINALS REASONABLY PRICED 


POSTERS OL Sah LL Adie Aa A a 


Greetings 4543 N. WOLCOTT CHICAGO, 40 pieques 
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Art Studio 








Continuities * Comic Strips * Light Illustrations 
Spots * Comic Books * Booklets 
TV Story Boards 


DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N. Y. LAckawanna 4-1590 
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Color Reprints 





BRILLIANT/ (> ACCURATE/ 








ee eA 


Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cards. 
——a 


Cried easel verre 
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Display Letters 





HERNARD’s Style of the Month: SCRIPT 


One of 23 new styles of 3-D Display Letters. Sizes 

from 34" to 6” stocked for immediate shipment. 

Also letters, trademarks, logos to specifications. 
FREE—samples & catalog. 


HERNARD MANUFACTURING CO., 
923-R Old Nepperhan Ave. 


INC. 
Yonkers, N. Y. 


. . for more details circle 768, page 105 





Paper 








ATTENTION: PAPER BUYERS 
BUY DIRECT AND SAVE 


ON 
PAPER AND SUPPLIES FOR: 
Multilith 
Mimeo 


Spirit Process 
Send for money-saving price list. 


MERCURY ENTERPRISES 
9800 S. Oglesby Avenue 


CHICAGO 17, ILLINOIS 
All Phones: ESsex 5-5741 
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Type Calculators 





“DIAL” TYPE CALCULATOR 
FAST— EASY TO USE 


A turn of the dial 
and you have the 
character count, per 
line, to fit your type 
layout ... for the 
many type-faces in 
present-day use. 
Handy folder illus- 
trates the sizes for 
type-styling guid- 
ance—also shows 
popular display & 
faces. Complete kit 
. . . $2.95, postpaid. & 
Circular on request. ; 


CASGEL SERVICE, 493 Foch Bivd., Mineola, N. Y. 
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Typographer Acclaims AR 


“AR now our sole advertising me- 
dium ... had great response from 
every ad ... thank you for excel- 
lent sales job . . .” writes Gordon 


L. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 








601/Circle on Reader's Service Card 
Pictorial History Books 
- - series by Year Publications includes 
annual ‘Year’ book and pictorial histories 
of America, aviation, the Bible and the 
“Fifty Turbulent Years” from 1900 to 1950. 
(Page 35) 


602/Circle on Readers’ Service Card 
Flamingo Electronic Lighter 

. . . desk lighter has electronic match that 
automatically lights when pulled away 
from the base. (Page 35) 


603/Circle on Readers’ Service Card 

Gold Signature Books 

. +. memo and score card pads have custom 
covers designed for personalizing. Recip- 
ient’s signature can be in gold. (Page 35) 


604/Circle on Readers’ Service Card 
Chess & Checker Poc-Kit 
- @ quality cardboard folder includes 
pocket-sized playing board, scoreboard and 
imprint, punehout checkers and chessmen, 
and directions for playing six games. 
(Page 35) 


605/Circle on Readers’ Service Card 
Rayon Acetate Pennants 

. - convention pennants come in as many 
as five colors and are 16" long. (Page 35) 


606/Circle on Readers’ Service Card 
“Tycoon” Desk Stand 

. .. plastic stand includes perpetual calen- 
dar and pen and pencil holder. (Page 36) 


607/Circle on Readers’ Service Card 
Smoking Set 

... Smoke-Master leatherette covered smok- 
ing set has removable glass ashtray and 
drawer that holds 20 regular or king-size 
cigarets. (Page 36) 


608/Circle on Readers’ Service Card 
Pocket Flashlight 

..-Bantamlite looks like a slender cigaret 
lighter, comes in a variety of colors and 
can be personalized. (Page 36) 


609/Circle on Readers’ Service Card 

Pocket Stapler Kit 

. . . handy pocket kit includes vinyl carry- 

ing case with miniature stapler and 1,000 

staples. Stapler and case can be imprinted. 
(Page 36) 


610/Circle on Readers’ Service Card 
Conventionor Hat 
... This is a wide-brimmed brown or blue 


Extra Numbers 


Something new has been added to 
AR’s Readers’ Service department. 

Most of the advertisements ap- 
pearing in this issue have a line 
at the bottom reading: “. . . for 


more details, circle 000, page 105.” 


If you desire additional informa- 
tion concerning the products or 
services offered by AR’s adver- 
tisers, all you need to do is to 
circle the numbers on the Readers’ 
Service card corresponding to the 
numbers appecring at the bottom 
of the ads describing the items in 
which you are interested. 


Use these return cards 
for publications 
mentioned on this page 
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%& Send for these helpful selling tools 


denim hat that can be easily styled by the 
wearer to any desired shape from sombrero 
to homburg. (Page 36) 


611/Circle on Readers’ Service Card 
Scribbler Desk Pad 

. . . desk pad with gold-tooled edges con- 
tains 75 memo sheets perforated so that 
user can get 500 7x10” memo sheets. Over- 
all size is 17x22”. (Page 36) 


612/Circle on Readers’ Service Card 
Pocket Stapler 

. stapler that looks like a fountain pen 
comes packaged in a gift box with 1,000 
staples. It can be imprinted. (Page 36) 


€13/Circle on Readers’ Service Card 
Sherwood Butane Lighters 

... line of cigaret lighters using butane gas 
as fuel. Lighters are windproof and have 
throwaway fuel tanks. (Page 36) 


614/Circle on Readers’ Service Card 
Headache Pencil 

. - novelty item by Souvenir Lead Pencil 
Co. contains six aspirin tablets in a plastic 
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tube which makes up the top half of the 
(Page 36) 


pencil. 


615/Circle on Readers’ Service Card 
Sno-Ice Chaser, Memo-Roo, Mai! Dog 
... three items by Sparky Specialties Inc. 
are Sno-Ice Chaser for removing ice from 
windshields; Memo-Roo, wrought iron kan- 
garoo for pencil and memos, and Mail Dog, 
c wrought iron clip for mail. (Page 36) 


616/Circle on Readers’ Service Card 
Ink-N-Trol Ballpoint Pen 

... this pen by Siebert Advertising Co. has 
a unique air valve feed which enables it 
to write in any position. (Page 34) 


617/Circle on Readers’ Service Card 
Flo-Ball Ballpoint Pen 

. .. Flo-Ball features special gift packages, 
new colors and new inks. (Page 35) 


618/Circle on Readers’ Service Card 
Unimatic Ballpoint Pen 

. . this revision of the popular Uniwriter 
pen, manufactured by Ferber Pen Corp., is 
the pushbutton type. (Page 35) 
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619/Circle on Readers’ Service Card 
Inspirational Greeting Cards 

. . . information and details are available 
about Christmas greetings in sepia with 
original texts and larger cards in as many 
as seven colors. (Page 40) 


620/Circle on Readers’ Service Card 
Corrugated Display Papers 

. .. handy file folder includes examples of 
display papers for backgrounds, backdrops, 
edgings, holders, shadow boxes, Christ- 
mas decorations and trellises. (Page 40 


621/Circle on Readers’ Service Card 
Visual Sales Presentations 

. . - folder describes and illustrates visual 
sales presentations in looseleaf books with 
acetate pages. (Page 47) 


622/Circle on Readers’ Service Card 

Story of Lithographic Process 

..- booklet explains 24 steps in the produc- 
tion of a lithographed piece from creation 
of design to finished product. (Page 47 


623/Circle on Readers’ Service Card 
ColorForm for Color Magic 
. . . booklet by H. S. Crocker Co. tells how 
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to produce low-cost booklets, broadsides, 
folders, envelope inserts, catalog sheets 
and mailing pieces of all types in full color. 

(Page 48) 


624/Circle on Readers’ Service Card 
Photo-Reporting Service 

. .. brochure describes 12 assignments for 
advertisers done by Sickles Photo-Report- 
ing Service. (Page 69) 


625/Circle on Readers’ Service Card 

Art Studio Services 

. .. folder by Art Designers Studio shows 
illustrative artwork, exhibits, cartoons, 
posters and cuts from slide films, layout, 
design and lettering prepared by the com- 
pany. (Page 69) 


626/Circle on Readers’ Service Card 
Duplicopy Printer 
... details of a new spirit process machine 
for printing gummed labels, tags and cards 
are available from Duplicopy Co. 

(Page 64) 


627/Circle on Readers’ Service Card 
Dispens-A-Stamp 
... information is available describing new 
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machine for moistening and applying 
stamps at a rate of as many as 100 every 
five minutes. (Page 64) 


628/Circle on Readers’ Service Card 
Automatic Addressing Machiue 

. - . illustrated booklet describes a new au- 
tomatic addressing machine that uses 
duplicating fluid, thus requiring no stencil, 
metal plates, ribbon or ink. (Page 65) 


629/Circle on Readers’ Service Card 

Public Service TV Newsletter 

. ++ "News About Public Service TV” is free 

newsletter designed to keep public rela- 

tions directors up to date with promotion 

opportunities in the public service tv field. 
(Page 53) 


630/Circle on Readers’ Service Card 

Nighttime Glow Decals 

. . « folder and samples show variety of 

uses for night visibility decals. Two types 

are shown, one luminous in the dark with- 

out a light source, the other light reflective. 
(Page 77) 


631/Circle on Readers’ Service Card 
Copyfitting Method 
. . . folder describes in detail a nine-step 
method of copyfitting and includes practical 
reasons why resetting is expensive. 

(Page 59) 


632/Circle on Readers’ Service Card 
One-line Type Showing 

. . . Bundscho folder illustrates more than 
$00 different typefaces available and in- 
cludes other handy information. (Page 59) 


633/Circle on Readers’ Service Card 
Frostee Sno for Displays 

. .. snowblock sample and folder giving 11 
examples of how advertisers have used 
Frostee Sno to create displays. (Page 97) 


634/Circle on Readers’ Service Card 
Battery Miser 

. .. folder describes and illustrates an oscil- 
lating type display motor that operates on 
standard flashlight battery. (Page 97) 


635/Circle on Readers’ Service Card 
Advertisers Display Folder 
. . continuing folder is designed to keep 
users informed about counseling service, 
individual displays, exhibits and other ma- 
terials of Advertising & Exhibits Inc. 
(Page 98) 


636/Circle on Readers’ Service Card 

3-D Plastic Displays 

. . . brochure describes, with illustrations, 
lamps, miniature replicas of outdoor poster 
signs, emblems, replicas of containers etc. 
for window and back bar displays made by 
Plastic Service Co. (Page 98 


637/Circle on Readers’ Service Card 

Advermat Contest 

... Entry blanks and information are avail- 

able for the Advermat quiz and essay con- 

test sponsored by Perfo Mat & Rubber Co. 
(Page 37) 
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New Catalog Cover Selector 
Helps You Select Right Bindings, Stampings and Styles 


As a promotion man, you know that putting a layout, 


swatch or sample in a client’s or prospect’s hands is INCLUDES: 

«e >’? > e — - ! , ° 
a “‘must’’. It helps him visualize! That’s what National a a 
Blank Book Company has done for you with this com- number 


plete Catalog Cover Selector. It shows a diverse line of renee of all stock mechanisms and styles 
0 inders 
binding materials, color stampings and index tabs — : 
7 colored stampings on acetate sheets to place 
makes it easy for you and others to say, “This is the over bindings to check different effects 


right catalog, sales portfolio or manual to represent our 12 color panels to show different types of stamp- 


ings (straight, embossed, screened, etc.) 
organization.”’ See the new Catalog 4 ‘ ; 

Indexes ... printed insertable or printed-cellu- 
Cover Selector at your National dealer. loid-leather and copper holed reinforced. 


— 9 a] 
Write for the name of your nearest Soe 
National Dealer and a 4-colored folder 7 As ; 


showing illustration of cover designs 


and other pertinent information. oe AT } o va A L R L A bg K 8 eo oe K 
COMPANY 


Holyoke, Mass. ¢« Dealers Everywhere 





STAND-OUT 
STREAMERS 


COLORFUL 
CATALOGS 


Is your sales progress lagging because of listless literature ? 
Is pallid printing pulling the punch of your brochures 
—catalogs—maps—charts—car cards—calendars? 


Let INLAND help you lift their sales allure with crisp 
and lively colors, precisely laid on by huge, modern litho 
presses! We can (and we'll be glad to) show you 

dozens of examples which point up the dramatic 
difference—and which should suggest your possibilities 
for more productive sales printing with litho. 


INLAND’s versatile equipment is backed up by the skill 
and experience that mean sensible costs as well as fine 
results. Call us in for ideas—you'll like the way we work! 


FLASHING 
FOLDERS 


c- 


me 


INLAND LITHOGRAPH COMPANY BEAUTIFUL 


LITHOGRAPHED SALES PRINTING OF ALL KINDS — BOOKLETS 
INSERTS — CHILDREN’S BOOKS — POINT OF PURCHASE 


328 So. Jefferson St.. Chicago 6 * RAndolph 6-3256 


LIVELY : 
LABELS & 


- . . for more de 
circle 771, page 





